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ABSTRACT
This study seeks to explore the current understanding of the nature of failure in 
relation to an individual’s zone of tolerance in the resort hotel context. Specifically, it 
aims to explore the acceptability of service problems based on the influence of 
attributes extracted from critically reviewing the service failure and zone of tolerance 
literatures. The main approach of the study involves developing a conceptual 
framework, based on a preliminary study and the previously reviewed literatures. 
These results show that different individuals have different perceptions with different 
variability in their zone of tolerance. Failure is seen as a difficult concept to judge as 
individuals have diverse perceptions of what constitutes a failure and when it starts.
In addition, an initial negative encounter will predispose customers to future negative 
encounters.
The research used two different approaches in the main study. The first used a 
qualitative study involving Critical Incident Technique (GIT), with the purpose of 
verifying the constructs identified in the proposed conceptual framework. The results 
confirmed the constructs tested and also identified a number of newly emergent 
constructs. This led to a revised conceptual framework to be tested in a larger scale, 
quantitative study.
The quantitative study applied choice-based conjoint analysis via problematic 
scenarios where respondents performed a calculus in identifying which factors were 
perceived as the most important in leading to failure in resort hotels. The most 
significant findings are the identification of the salience of the attributes that have 
been shown to influence individuals’ determination of the unacceptability of service 
problems, hence contributing to what is seen as failure. These are identified as 
issues relating to employee errors, problems being attributed internally, problems 
encountered in the later stage of the service experience, problems concerning high 
value for money, negative incidents encountered - especially on a repeat visit, for 
guests staying for more than six nights and travelling with a spouse or friends. In 
addition, interaction effects between attributes and demographic segmentation 
analysis were also generated.
This study has surfaced a number of contributions. Firstly, this study has forwarded a 
robust research framework consisting of the attributes which influence an individual’s 
determination of the unacceptability of service problems in resort hotels. Secondly, 
this study has empirically defined service failure as the (tipping) point where 
something is considered as being unacceptable and below the adequate expectation 
level in an individual’s zone of tolerance. Thirdly, the findings have generated four 
groups of failure categories with twelve sub-categories in the resort hotel context. 
Fourthly, it has provided strong supporting evidence that a prior negative incident is 
likely to predispose individuals to see subsequent encounters as negative.
The application of conjoint analysis serves to provide a contribution towards the 
methodological stance in a way that the method is decompositional in nature and 
thus considered practical in studying failure identification. The result has also offered 
practical guidance to resort hotels in general. The study has contributed to failure 
identification, whilst also assisting in identifying potential fail points. Thus, service 
operations managers could act on problems that need prioritising for their corrective 
efforts that are central to customers’ quality perceptions.
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GLOSSARY OF TERMS:
(in alphabetical order)
Aggregate model (pooled analysis)
- A  model that estimates average part-worth utilities for a group of individuals, rather 
than for each respondent individually. Used when there isn’t enough information 
available within each individual to estimate (disaggregate) models for each.
Choice-based conjoint
-  An alternative form of conjoint task for collecting responses from respondents for 
estimation of the conjoint model. It differs in the way that respondents select a 
preference from a choice set (a set of stimuli) instead of rating or ranking each 
stimulus separately. It is known as the most popular current conjoint-based 
technique.
Choice set
-  Set of full-profile stimuli constructed through experimental design principles and 
used in the choice-based approach.
Conjoint analysis
-  A quantitative market research technique that asks respondents to rank, rate or 
choose among multiple products, services, concepts or ideas, where each product is 
described using multiple characteristics, called attribute levels. The word “conjoint” 
means “joined together” or “conjoined”. The main difference with the other 
multiattribute preference measurement methods (e.g: self-explicated method) is that 
respondents consider their preference for the whole product concepts each 
described using more than one attribute level (product characteristics such as brand, 
colour or price). The researcher carefully manipulates the appearance of attribute 
levels in the product concepts, such as the unique contribution of each level can be 
estimated independently using statistical methods to deduce preference scores for 
individual levels.
Conjoint task
-  The procedure for gathering judgments on each stimulus in the conjoint design 
using one of the three types of presentation methods (e.g: full-profile, pairwise 
comparison of trade-off).
Convergence
-  A term often used to describe the point at which part-worth utility estimation 
routines (e.g: multinomial logit, latent class, or Hierarchical Bayes (HB)) settle in on a 
stable solution. In this study, HB is used and thus the arbitrary starting points are 
employed, and usually many thousands of steps or iterations are undertaken to 
improve part-worth utility estimates. Once the value randomly oscillate with no 
perceptible trend, the analyst assumes convergence and HB eventually converges o 
a model that provides a true and unbiased estimate of the population’s preferences.
Count analysis
-  Refers to a simple method for summarising respondent preferences in choice- 
based studies showing the probability of respondents selecting a particular attribute 
level (e.g: price, brand or colour) given that it was available for choice. It calculates a 
proportion of each level, based on how many times a concept including that level is 
chosen, divided by the number of times a concept including the level occurred. It 
reports a Chi square statistic for each main effect indicating whether the proportions
X lll
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in that table differ significantly from one another. It applies “Within attribute chi 
square” which indicates whether levels of that attribute differ significantly in their 
frequency of choice. A large chi square value suggests a significant interaction effect 
between the two attributes
Decompositional model
-  Class of multivariate models that decompose the individual’s responses to estimate 
the dependence relationship. It presents the respondent with a predefined set of 
objects (e.g: a hypothetical product or service) and then asks for an overall 
evaluation or preference of the object. Once given, the preference is statistically 
deduced (decomposed) from the overall product evaluations of conjoint profiles 
(cards).
Design
-  Specific set of conjoint stimuli created to exhibit the statistical properties of 
orthogonality and balance.
Design efficiency
-  Degree to which design matches an orthogonal design. Design efficiency values 
range from 0 to 100, which denotes an optimal design.
Attribute
-  Independent variable that the researcher manipulates that represents a specific 
factor. It is non-metric and must be represented by two or more value (levels), which 
are also specified by the researcher.
Full profile
-  Describes a conjoint analysis approach in which a product concept is fully defined 
using one level from each of the attributes in the study. Full profiles are favoured due 
to most products or services are defined on all aspects, as they are in the real world.
Hierarchical Bayes (HB) estimation
-  A computationally intensive method that may be used for estimating part-worth 
utilities for conjoint and choice-based conjoint studies. The term “hierarchical” refers 
to separate lower- and upper-level models for the data. In the lower level model, HB 
considers how well part-worth utilities fir each respondent’s choices or ratings. In the 
upper-level model, HB estimates overall part-worth utility averages and variances for 
the sample population, including the co-variances between part-worths across the 
respondents. HB borrows information from other respondents in the sample to 
stabilize the estimates for each individual to improve individual respondent 
estimation.
Importance
-  The maximum impact an attribute can exert upon product choice. It is calculated by 
finding percentage of the range of utilities (maximum less minimum utility) across 
attributes.
Interaction effect
-  Parameters that are estimated in addition to the main attribute level effects (main 
effects).
Level
-  Specific non-metric value describing an attribute. Each attribute must be 
represented by two or more levels.
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Main effects
-  Direct effect or main interaction of each attribute (independent variable) and its 
levels on the dependent variable. It represents the proportions of times when a 
concept containing that attribute level occurs that the concept is selected by the 
respondents
Orthogonality
-  The ability to measure the effect of changing each attribute level and to separate it 
from the effects of changing other attribute levels and from experimental error.
Part-worth
-  The utility associated with a particular level of an attribute in a multi-attribute 
conjoint analysis model. The total utility of the product is made up of the part-worths 
of its separate attributes (components). Part-worths refer to the component of 
desirability derived from the separate attribute levels for the product.
Part worth utilities
-  A measure of relative desirability or worth, the higher the utility, the more desirable 
the attribute level. Levels that have high utilities have a large positive impact on 
influencing respondents to choose products. When using logit, latent class, HB or 
ICE, the raw utilities are zero-centered within each attribute
Utility
-  Refers to an individual’s liking for (or the desirability of) a product alternative. 
Specifically, it refers to the preference for an overall product concept. It is formed by 
the combination of part-worth estimates for any specified set of levels with the use of 
main effects, or perhaps interaction effects.
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CHAPTER ONE 
INTRODUCTION TO AND AN OVERVIEW OF THE 
RESEARCH
1.1 Introduction
This chapter provides the background to and rationale for conducting the research. 
Its content includes the background of the study, an overview of the context under 
examination, the significance of conducting the study, the research question and 
objectives and lastly, the structure of the thesis.
1.2 Background of the Study
The service sector is already the largest sector in virtually all economies throughout 
the world. Service industries are the primary force of economic growth, in that they 
are the major purchasers of equipment and supplies, as well as initiating demand for 
new technology, thus ensuring quality of life. It is agreed that the service economy is 
concerned with developing strategies of the creation of wealth, supported by 
advances in information technologies.
According to Lovelock et al. (2001), most of the gross domestic product (GDP) of all 
developed countries is derived from the performance of services, rather than the 
production of tangible goods. This is also apparently true for most developing 
countries, as one of the most important factors contributing to the growth of tourism 
has been the effect of the economic growth in these countries (Kandampully, 2002). 
Recently there has been exponential growth in various tourist destinations worldwide 
which provides consumers with greater variety of choices whilst simultaneously 
promoting healthy competition among service providers.
Closely associated with the tourism industry is the hospitality industry, and the 
advancement in the tourism industry has fuelled the growth of hospitality to become 
one of the fastest-growing service sectors throughout the world. The hospitality 
industry comprises of accommodation, food and beverage and entertainment.
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Service is crucial to customer satisfaction in today’s economy. Services are 
performance, which is usually conducted with the presence of customers therefore it 
is a function of subjective perception of an experience (Parasuraman et al., 1985). 
Whilst not only offering the products that are accommodation, food and beverage and 
entertainment, the primary hospitality function is to provide services to customers 
(Kandampully, 2002).
The competition in the hospitality industry is getting intense as more and more 
service providers enter the industry. There is an increasing concern to win customers 
and to do this service providers tend to compete by focusing on delivering a quality 
service. There is no guarantee that customers will maintain patronage as there is 
increasing customer choice in the marketplace. The increased competition between 
hospitality service providers is reflected in the ways that customers nowadays 
critically assess the quality of service offerings. Therefore the importance of 
managing and thus maintaining service quality has never been greater.
Despite the increasing importance of quality service delivery by service providers and 
the rigorous procedures, supported by advanced technologies and excellent 
personnel, services do break down once in a while, for various unforeseen reasons. 
Service breakdowns, also known as service failures, do happen, especially in high 
contact services such as the hospitality industry. While numerous studies have been 
conducted on the concept of service failures, there is little evidence on the exact 
definition of service failures. As such, scholars came to an agreement that service 
failure has always been associated with a service delivery which does not meet or 
falls below one’s expectations (Bell and Zemke, 1987; Andreassen, 2001; Sparks, 
2001; Lovelock and Wright, 2002; Holloway and Beatty, 2003). Apparently this will 
have an effect on a customer’s evaluation of service performance, as their 
expectations are not being met.
Delivering excellent service has always been the focal endeavour of all service 
providers but some level of failure is bound to occur (Hart et al., 1990). When 
something goes wrong in a service delivery, customers are often dissatisfied, in most 
occasions due to expectations not being met. Disgruntled customers tend to respond 
in various ways following service failures, ranging from doing nothing, voicing 
complaint, telling others or even switching providers (Colgate and Norris, 2001; 
Lovelock, 2001). Service failure will sometimes evoke emotional responses from
Noor Azimin Zainol____________________________________________________________________________________________ Chapter 1: Introduction
customers which will then influence service evaluations and give rise to negative 
impacts on customer satisfaction (Smith and Bolton, 2002).
The impact of service failures could range from mild to disastrous depending on what 
type of failures had occurred and the criticality or severity of incidents. Obviously, 
service failures will create annoyance, disruption and almost always dissatisfaction 
among customers, which will then lead to a range of customers’ actions including 
switching providers. Clearly, losing customers is not the best option for service 
providers, therefore identification of possible failures from the customer’s perspective 
would be an excellent way to prevent breakdowns from taking place in the first 
instance. Although some literatures have evaluated the possible failure factors, it is 
evident that more empirical evidence is needed to determine other possible factors.
Exploring service failure is crucial because of the significant importance that services 
have in today’s economy. As more industries are moving from the manufacturing 
economy to the service economy and recently towards the experience economy, the 
substantial importance of service is tremendous (Pine and Gilmore, 1999). Moreover, 
the hospitality industry has received less attention in the service failure discussion, 
which is quite surprising as it involves high contact services between customers and 
service providers. Therefore, acknowledging the importance of what constitutes 
service failure, especially in the hospitality industry, is of high significance.
The overall area of service failure and recovery has received much attention in the 
last three decades, but with the main interest being shown for the issues of service 
recovery (Reynolds and Harris, 2005; Choi and Matilla, 2007). It is perhaps strange 
that the key antecedent to recovery, the failure itself, has not received the same 
attention.
Before consuming a service, customers will have a certain expectation of what they 
are going to get for the service ordered. It is agreed that the basis upon which 
failures have been described relates to the principle of disconfirmation against 
expectations. However, when service problems occur, different individuals have 
different kinds of acceptance in terms of their zone of tolerance regarding the 
particular event.
Zone of tolerance is defined as a range of acceptable outcomes in service 
encounters (Johnston, 1995; Gwynne et al., 2000). It is based on the assumption that
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customers recognise and are willing to accept a degree of variability in service quality 
which will still result in satisfaction (Johnston, 1995; Liljander & Strandvik, 1993, 
Parasuraman et al., 1991; ZeithamI et al., 1993). The notion of acceptability is an 
interesting issue, however, little attention has been paid towards it and so it has 
remained under-researched. Studies in the acceptability area to date have only been 
carried out in a small number of areas, in particular in the banking industry. Hence, 
other contexts should be considered for further exploration. It is also suggested that 
acceptability of a service problem is influenced by diverse factors which impinge on 
an individual's judgement. Subsequently, an individual is obliged to employ an overall 
evaluation of what is seen as being acceptable and unacceptable.
While there have been some studies in the service failure area, for example, types 
and categories of service failure (Bitner et al., 1990; Bitner, et al., 1994; Hoffman et 
al., 1995; Mack et al., 2000), the criticality and severity of service failure (Ostrom and 
lacobucci, 1995; Webster and Sundaram, 1998) and customer’s response to service 
failure (Hoffman et al., 1995; Colgate and Norris, 2001), very little attention has been 
given to the customer’s zone of tolerance in service encounters and particularly to 
encounters which customers feel do not meet their expectations.
The concepts of the zone of tolerance and service failure have been well cited in the 
service quality and customer satisfaction literatures over recent decades. The detail 
of expectations and their link to failure and the zone of tolerance, however, have not 
been widely researched, which is surprising given that it potentially forms the base of 
further evaluations. This gives rise to the study to be conducted. Moreover, the 
insufficiencies in explaining how the zone of tolerance can relate to service failure, 
along with the importance of looking at the service failure itself, also provide the 
rationale of this study. The above-mentioned limitations on the past literature, in 
terms of a limited number of existing studies (which have remained both conceptual 
in nature and limited in context), have presented opportunities for further 
investigation into the zone of tolerance and acceptability area.
It is proposed that the study be conducted in a tourist destination island in Langkawi, 
Malaysia. Striving for zero defects and total quality management places issues of 
quality at the centre of any management’s attention. This is no less true for the 
service industry in Malaysia in general, and Langkawi Island (a popular tourist 
destination) in particular. Positioning itself as one of the top tourist resort destination 
islands in the world, issues of service quality in Langkawi Island have been driven by
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increasing levels of competition locally and internationally, in addition to the 
commitment of delivering excellent service at all times.
It is also proposed that the study be conducted within the resort hotels context. Apart 
from a lack of previous research in this sector, resort hotels have been selected 
specifically due to the nature of the resort being a pleasure vacation destination 
which is leisure-dominant and there being a large amount of complexity and range of 
service events that occur during a customer’s stay, as well as to explore the effects 
of the duration of stay, the different types of services offered and the leisure- 
dominant nature of the experience. Furthermore, the resort hotel context provides a 
feasible avenue for investigating the potentiality of service failures to happen, as it is 
highly dependent on the variability of its various processes and service offerings, and 
also due to the human input involved in the service delivery.
1.3 The Context of the Study
This section will describe the context of the proposed study. It is proposed that the 
study be done in an island tourist destination named Langkawi Island in Malaysia. A 
general overview of Malaysia’s tourism industry is explained, followed by a 
discussion of Langkawi’s tourism industry.
1.3.1 Malaysia’s Tourism Industry
Malaysia is situated in South-east Asia with neighbouring countries such as 
Singapore in the south and Thailand in the north for Peninsular Malaysia while 
Borneo marks the border with West Malaysia. Malaysia not only offers excellent 
nature, island and city vacations, diverse cultures, unique wonders but is at the same 
time a value-for-money destination. Malaysia was voted the Best International 
Tourism Destination by Global Traveler magazine for 2007, beating other 
competitors, including Italy, Spain, Thailand and United Kingdom, for the second time 
in a row (Malaysia Tourism News, 2008).
The tourism industry is a key income generator for the country and has continued to 
be a key foreign exchange earner, contributing to its growth, investment and 
employment, as well as strengthening the services account and balance of payments 
(Ninth Malaysian Plan, 2006). It is argued that tourism has resulted in the regional
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economic growth, as it largely contributes to the increase of per capita income and 
reduces unemployment. It is documented that the resilience of the industry was 
largely attributed to both the public and private sector in promoting Malaysia as a 
travel destination, diversifying target markets, as well as improving competitiveness 
of tourism products and services in order to lure tourists to Malaysia.
The government has initiated numerous strategic plans towards realising the true 
potential of the tourism industry in order to fully enhance its contribution to the 
service sector in particular and the economy in general, with the prime focus to 
enhance the country’s position as a leading global tourist destination as well as to 
promote domestic tourism. During 2001-2005, the tourism industry performed 
favourably, as reflected by the increased tourist arrivals and tourist receipts, shown in 
Table 1.1.
Tourist arrivals increased at an average rate of 10% per annum during 2000-2005. 
Although there is a slight decrease in arrivals in 2003 due to the effect of the 
outbreak of the Severe Acute Respiratory Syndrome (SARS) worldwide, the tourist 
arrivals rebounded in 2005 with 16.4 million arrivals recorded.
Table 1.1: Statistics of Key indicators (2000 -  2010)
Indicator 2000 2005 2010
Numbers of tourist arrivals (millions) 
By country of origin percentage
10.2 16.4 24.6
ASEAN 70.4 76.8 65.0
China 4.2 3.8 6.1
Japan 4.5 1.9 2.2
Australia 2.3 1.5 2.7
United Kingdom 2.3 1.5 2.8
Taiwan 2.1 1.3 2.7
India 1.3 1.2 1.8
West Asia 0.5 1.0 2.7
Others 12.4 11.0 14.0
Total Tourist Receipts (RM million) 17.3 31.0 59.4
Average length of stay (nights) 5.8 7.2 8.7
Number of hotels 1492 2256 3218
Number of hotel rooms 124,413 170,873 247,008
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Average occupancy rates of hotels 59.2 63.5 66.4
Employment 390,600 451,000 520,700
Source: Economic Planning Unit and Ministry of Tourism (2006)
The share of tourism revenue in the total earnings of the service account of the 
balance of payments increased from 32.7% in 2000 to 43% in 2005. The net 
contribution of tourism improved from RM 11.2 billion to RM 18.1 billion as compared 
to locals residents travelling abroad and the inflow of foreign tourists. No doubt the 
development of tourism had contributed positively to subsectors of hotels, travel and 
tours, retail, restaurants and transportation industry.
Foreign exchange earnings from tourism receipts increased at an average annual 
growth rate of 12.4%, from RM 17.3 billion in 2000 to RM31.0 billion in 2005, in 
tandem with the increase in tourist arrivals. Domestic tourism also contributed to the 
increased number of arrivals. The number of domestic trips increased by 30% from 
2000- 2005 from 12.3 million (2000) to 16.0 million (2005). This can possibly be 
attributed to the rise in household income, improved quality of life, regular travel and 
increasing number of corporate retreats, youth camps and family recreations. The 
introduction of a five-day working week in the public sector and the growth of a 
number of local low-cost carriers which offer affordable flight charges, also 
contributed to the rise.
In terms of hotel occupancy, it can be seen that the strong growth of the international 
and domestic arrivals contributed to the growth of occupancy rates in hotels 
throughout Malaysia. In particular, hotels in tourist resort destinations, such as 
Genting Highlands and Langkawi, had all year round occupancy rates of 80% and 
60% respectively. The World Tourism Organisation forecast that the international 
arrivals worldwide are expected to reach 1.0 billion by 2010. About 80% of these 
tourists are envisaged to be intra-regional tourists while the rest are long-haul 
travellers. The East Asian and the Pacific regions are expected to receive 200 
million travellers (Ninth Malaysian Plan, 2006).
Malaysia’s tourism sector is expected to benefit considerably from this rise in spite of 
the increasing competition from other tourist-seeking economies nearby. Tourist 
arrival to Malaysia is poised to grow at an average rate of 8.45 per annum, with
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estimation of reaching 24.6 million by 2010. Correspondingly, tourists’ receipts are 
expected to rise to RM59.4 billion in 2010 (a rise of an annual rate of 13.9%).
In line with the developments in the tourism industry in Malaysia, it can be said that 
the tourism industry is expected to continue to be a major source of new growth and 
the key driver of the development of the service sector in Malaysia. Therefore, efforts 
should continually be made in order to continue to enhance its position as an 
international tourist destination bearing the potential it has and also to boost domestic 
tourism. Hence, maintaining quality service is of significant importance to the survival 
of the tourism industry in Malaysia.
1.3.2 Langkawi Island’s Tourism Industry
Located in the northwest of Malaysia, the island of Langkawi is an exotic holiday 
destination that offers world-class accommodation and amenities sitting side by side 
idyllic beaches, ancient rainforests, quaint villages and natural beauties: all good 
reasons for Langkawi to become an attractive tourist destination. It has always been 
known for nature lovers and its natural beaches. Langkawi, part of the State of 
Kedah, was named after the eagle (“helang” in the Malay language - pronounced 
'Lang').
Langkawi is an archipelago of 99 tropical islands off the north-western coast of 
Peninsular Malaysia, about 30km from Kuala Perils on the mainland. The main island 
is Pulau Langkawi (Langkawi Island). The growth of tourism in Langkawi Island has 
been encouraging since 1987, when the federal government conferred Duty Free 
status to Langkawi (Kayat, 2002). This has, to a large extent, hastened economic 
growth, especially to the commercial and services sectors.
Figure 1.1 below illustrates the map of Langkawi Island, Malaysia, with its districts, 
together with the major resort hotels in Langkawi.
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Figure 1.1: Map of Langkawi Island, Malaysia
MATERIAL REDACTED AT REQUEST OF UNIVERSITY
The tourism industry in Langkawi Island offers various combinations of wildlife, birds, 
caves with stunning stalactites and stalagmites, coral reefs, geological formations 
(including ancient sandstone formations, granite intrusions and limestone coasts), 
waterfalls, mangroves and pristine rainforests. It also offers unique culture, a 
shopping paradise, folklore, history, entertainment and boasts among the world's 
most beautiful beaches, washed by clear emerald waters teeming with marine life.
The tourism industry in Langkawi island is specifically monitored by the Langkawi 
Development Authority (LADA), a government body with the major objectives of 
transforming Langkawi island into a major international tourist destination and to 
ensure that the locals derive maximum benefits from all the development programs 
being planned for and implemented.
Recently awarded the 52nd Geopark under UNESCO Global Geoparks Network, 
Langkawi has been rebranded as Langkawi Geopark, thus becoming the first 
Geopark in Malaysia and Southeast Asia.
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By definition, “geopark” means:
“an area, either big or smaii, which has significant eiements of interesting rock 
formations, rock types and history, as weii as unique and enchanting
landscapes it also has geology of heritage value and natural
beauty....and includes biodiversity -  flora and fauna, and activities and 
participation of the local community”.
(Langkawi Geopark Special Issue Magazine, 2007)
Under the concept of the Langkawi Geopark, the marketing thrust is being extended 
to include the amazingly beautiful geological make-up of the islands from the 
perspective and persona of the limestone, caves, uniqueness of the islands, marine 
arches, fossils, and glacial dropstones. These will complement established 
attractions that include those based on the flora and fauna, the beauty of the lakes 
and beaches. It also showcases the oldest rock formation in the region, Gunung 
Machinchang, which stood for 550 million years and has been explored and studied 
by geologists for more than 30 years.
With the rebranding of Langkawi along with the other products and services offered, 
it is forecasted that the Langkawi tourism industry will experience exponential growth. 
It is also predicted that the rebranding image will create a niche market and will not 
be compared to other internationally known island destinations such as Bali, Phuket, 
Hawaii or the Caribbean. To complement this new image, providing quality service in 
its service sector, in particular the accommodation industry, is therefore crucial.
The tourism industry of Langkawi is made up of two markets -  the international 
market and the domestic market, where the former is regarded as the major market 
segment. Tourist arrivals have increased since the late 1980s after the introduction of 
the duty free status. Statistically, tourist arrivals recorded an increase from 2004 -  
2007 with the highest total arrivals recorded in 2007 (2,334,362 arrivals). Although 
there is a slight decrease in 2005, tourist arrivals had gradually picked up in the 
following years as seen in Table 1.2 below. It was also witnessed that tourist arrivals 
to Langkawi Island had a slight decrease in 2008 as compared to 2007, with a 1.34% 
decline recorded. However, the figure of total tourist arrivals recorded at the end of 
2009 which was recorded at 2,492,692 arrivals, has showed a 8.2% increase as 
compared to 2008’s record. This has showed a positive outlook to years ahead for 
tourists’ incoming to Langkawi Island. Consequently, the importance of providing
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quality service is of focal concern to provide continuous service excellence being a 
major resort destination island.
Table 1.2: Langkawi island’s tourist arrival’s statistic (in person)
Year 2004 2005 2006 2007 2008 2009
January 173,780 107,985 168,045 137,375 144,341 194,754
February 159,238 133,136 132,209 178,843 187,494 290,017
March 172,892 143,205 170,549 195,456 197,408 201,722
April 156,358 122,503 154,213 172,879 149,498 162,439
May 195,977 139,538 167,181 191,927 212,211 184,099
June 207,961 172,592 203,716 209,708 200,817 232,025
July 165,284 152,100 175,530 195,099 170,617 203,936
August 194,767 174,504 197,147 234,176 202,582 178,268
September 157,079 151,221 152,097 134,529 95,846 153,342
October 130,756 101,720 139,928 167,418 193,677 169,001
November 185,401 198,734 186,982 223,784 211,574 205,499
December 280,136 238,049 264,529 293,166 337,092 317,590
Total 2,179,263 1,835,287 2,114,972 2,334,365 2303,157 2,492,692
Source: Langkawi Geopark website (2010)
The accommodation sector consists of a diverse mixture of lodging properties 
ranging from chalets/ motels, budget hotels, city hotels/ apartments, boutique hotel, 
and resort hotels (island/country) with no star to five star ranking which is either 
locally or internationally owned. Standard room rates for chalets/ motels are priced 
between RM70 -  200 (£10 - £30) per night. For the upmarket segment eg: resort 
hotels, rates are ranged between RM200 -  RM10000 (£30 -  £1500) with star ranking 
of three to five star.
The tourism industry in Langkawi has benefited by having an international airport and 
is also accessible by sea with regular cruise liners as well as the major mode of 
transport, the ferries from the mainland of Malaysia.
11
Noor Azimin Zainol____________________________________________________________________________________________ Chapter 1: Introduction
1.3.3 Resort Hotels in Langkawi Island
There are about 90 accommodation establishments in Langkawi Island, as 
suggested by the Accommodation List supplied by LADA. Among the properties, 
there are only 25 resort establishments, which comprises of three to five star ratings. 
Most of the resort hotels are situated along the beaches, with only a few others in the 
rainforests or countryside.
Murphy (2008) defined a resort as:
“A planned vacation business that is designed to attract, hold and satisfy its 
guests so they become repeat visitors and/or goodwiii ambassadors. To 
achieve these objectives requires a management strategy that can operate at 
a variety of scales and with a selection of target markets, but its constant 
must be the creation of a valued experience” (p.9)
Although the tourism industry has been introduced in Langkawi Island since the late 
1980s after realising its potential to offer various tourism products, there is still lack of 
information regarding the resort hotel industry per se. Only a limited attempt has 
been made to conceptualise the resort hotel in Malaysia in general and also in 
Langkawi Island in particular, in terms of market segmentation, challenges and 
opportunities, or other issues relevant to its existence. This could also be regarded 
as a setback as the resort hotel could have been a major tourist accommodation 
property targeting specific markets as compared to the other more traditional 
commercial establishments, such as budget hotels, chalets, business hotels, etc.
According to the accommodation list and based on a personal interview with the 
General Manager of LADA during the first stage of the main study, there are two 
major problems surrounding the resort industry in Langkawi. The first issue is the 
issue of maintaining quality service, be it from the service providers itself and also the 
local community. Although both parties are educated from time to time regarding the 
importance of maintaining high quality standards, sometimes it is very difficult to 
maintain. For the more upmarket service providers, this should be well known, 
however for the lower market providers eg: chalets/ motels, the issues are often 
overlooked.
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The second problem surrounds the issue of having the term “resort” used by smaller 
operators for their establishment’s name, for example, the chalets/ motels, most of 
which do not have any star rankings. This is definitely misleading as the term “resort” 
actually means offering more than just a good night’s sleep because it comprises 
activities and various facilities in-house in addition to just accommodation. This could 
lead to misleading interpretation by visitors, hence portraying an unpopular image of 
Langkawi itself.
Inskeep (1991) suggested that resorts can become attractions by themselves while 
emphasizing that resorts are businesses where market analysis and demand 
assessment should be conducted beforehand, whilst also considering the community 
relations in planning for the resort. Mill (2001) considers resorts to have a 
combination of elements that make them distinctive, such as the recreation 
attractions that draw guests to the resort as well as the activities to occupy them 
during their stay.
By these descriptions, Murphy (2008) had come to a conclusion that resorts are 
distinctive in that they are:
1. Established as tourism businesses
2. Convert visitors into guests -  to convince enough visitors to become guests
3. Attempt to hold their guest on-site - by offering various activities which are 
sufficient to keep guests occupied during day and night
4. Attract guests and hold them with superior quality facilities
5. Cosset guest with superior service -  by having quality staff who can perform 
superior service
All of the statements are distinctive but perhaps statement four and five go a long 
way in terms of providing quality service. It can be seen that offering quality facilities 
(tangible elements) coupled with superior service (intangible elements) both 
complement each other in winning customers. In line with the discussion, it is 
essential that resort hotels always offer a guaranteed special experience that 
provides value for the price paid and thus converts guests into repeat customers and 
goodwill ambassadors. Underlying this stance is of course the aim of providing 
quality service to resort hotel customers and by anticipating what are considered 
acceptable and unacceptable service events it is deemed possible to arrive at failure 
identification, hence making it preventable in the firsthand.
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Although there are notions that service failures are inevitable (Hart et al., 1990; 
Ziethaml et al., 1990), this study contends that failures can be anticipated by viewing 
what is considered acceptable or unacceptable in the service delivery and by taking 
into consideration surrounding factors influencing the individual’s acceptability of 
service problems.
1.4 The Significance of the Study
Service failures do happen once in a while, especially in the service industry, where 
the service process is influenced by variability in the nature of the service and the 
simultaneous production of service and consumption by customer, and also by the 
fact that service customers are involved in the service delivery process itself. The 
high involvement of customer -provider contacts makes the service delivery process 
more prone to breakdowns. It is crucial to identify service failure to rectify it and 
service providers can perceive where service problems might exist, to prevent the 
same failure from happening again and hence remove dissatisfying experiences 
before they can occur.
Service providers should emphasize avoiding getting things wrong in the first place 
from the customer’s overall perception. Identifying, tracking and analyzing service 
failures is beneficial to service organisations as it allows management to identify 
common failure situations which could assist in developing strategies for preventing 
failures from occurring at all. Specifically, it aids in rectifying failure from happening 
so as to remove dissatisfying experiences before they could occur. As such, it also 
helps eliminate recovery strategies in the first hand whilst also reducing costs 
associated to it, hence eliminating negative impacts it can bring if the failures are to 
occur.
It is critical to anticipate potential failure to prevent it from occurring in the service 
operations, particularly in the context under study - resort hotels - due to the negative 
impacts that failure can bring and also to increase service quality. Thus, service 
managers need to be aware of activities in the whole series of service delivery that 
may have an effect on the customer’s expectation in order to make this experience 
better in the future.
It is therefore envisaged that the current study will extend the body of literature 
concerning service failure and the zone of tolerance by focusing on an important but
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neglected area of the acceptability of service problems. In particular, this study will try 
to explore an individual’s perception of service failure and identify an individual’s 
acceptability of service problems that might arise through investigating the key 
attributes that influence a customers’ determination of feelings of acceptability. In 
addition, this study also intends to examine empirically the influence of prior service 
failure on an individual’s tolerance in subsequent service encounters.
It is hoped that this study will contribute to the management and identification of 
service failure by resort hotels in particular and the hospitality industry in general. It is 
also the intention of the researcher to make use of the exploration of customers’ 
tolerances during a service encounter. This could be seen as leading to the 
identification of where service failures are more likely to occur and so should make it 
easier for service providers and their managers to concentrate on corrective efforts 
that are central to customers’ quality perceptions.
The originality of the study stems in the outcomes depicted from the study which are 
invaluable as very little has been done in the Malaysian context. It creates the 
understanding of how and when failure-points might occur and thus how customers 
perceive and react to them in terms of which problems are considered acceptable 
and which are not.
1.5 The Research Question
Following from the discussion in the previous section, the research question for this 
study is to explore what constitutes unacceptable service (failure) in relation to an 
individual’s zone of tolerance in a resort hotel context, looking at it from the resort 
hotel customer’s perspective.
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1.6 The Research Objectives
Based on the research question developed above, this study aims to explore the 
acceptability of service problem based on the influence of attributes extracted from 
critically reviewing the service failure and zone of tolerance literatures.
Therefore the objectives are to:
1. Explore customers’ perceptions of service failure.
2. Investigate customers’ acceptability of service problems through 
investigating the key attributes that influence them.
3. Examine the influence of prior service failure towards an individual’s 
tolerance on subsequent service encounters.
4. Develop a robust conceptual framework of customer tolerance based on 
the emerging contributing attributes.
1.7 The Overview of the Research Methodology and Report Structure
This study will try to explore the current understanding of the nature of failure in 
relation to an individual’s zone of tolerance. Due to the exploratory nature of the 
study, a mixed-method approach is followed for the proposed study. The 
development of the research approach follows in the first instance from the 
researcher getting an overall idea of the focus of the research topic, which will be 
followed by reviewing the related literatures.
Having some ideas of particular interest emerging from an initial literature review, the 
researcher had opted to conduct a preliminary study to acquire some insights in the 
research idea to determine whether it is interesting and worth pursuing. In particular, 
the purpose of the preliminary study was to attempt to surface some of the key 
issues surrounding the individual’s zone of tolerance through perceptions of a service 
encounter, as there is no prior complete conceptualisation of what is actually meant 
by service failure.
The preliminary study, which was done as a workshop exercise, centred on a 
simulated restaurant experience based on a series of service encounters, where 
respondents were asked to answer a set of questions regarding their perceptions of
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the positive and negative aspects of these service events. Although only a small 
number of participants contributed to the exercise, it initiated some interesting results 
which were deemed worth pursuing for the major study. Following the outcome of the 
preliminary study and after critically reviewing existing literatures on service failures 
and zone of tolerance, a proposed conceptual framework is developed.
The following phase is the concentration on the methodology stage for the study 
which informs the main data collection and consists of two stages -  the confirmation 
of the model and following verification, the testing of model. A confirmatory study is 
done in order to test the initial framework and the constructs developed in the 
framework. Bearing in mind the exploratory nature of the study, the Critical Incident 
Technique (GIT), a qualitative technique developed by Flanagan (1954), has been 
applied. The purpose of the first stage study was to explore and verify whether the 
constructs identified in the conceptual framework are indeed evident in customers’ 
stories of service events.
After the first stage study had been conducted and the results analysed, the 
constructs evident in customers’ stories will be verified and any newly emergent 
constructs will be added to the conceptual model, while constructs that were not 
mentioned will be omitted. A revised conceptual framework will then be ready to be 
tested in the main study. It is proposed that the main study be conducted on a 
significantly larger scale and therefore it is more appropriate to be done 
quantitatively.
The whole document has been divided into nine chapters. The first chapter gives a 
brief overview of the background of the study, the significance of the study, the 
research context, the research questions and objectives, and report structure. The 
second and third chapters dwell on the theoretical underpinnings of the study. 
Specifically, the second chapter reviews the literatures on service quality, with 
emphasis on service failure, while literatures on expectations, zone of tolerance and 
acceptability are appraised in Chapter 3.
Having examined the theoretical underpinnings and the need to obtain some insights 
on the concepts under study. Chapter Four will describe the methodology for a 
preliminary study. The results are then reviewed which has been developed into an 
initial conceptual framework for the remaining study. Next, the discussion is centred
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on the main factors of the methodology, whereby two data collection stages are 
employed in the main data collection stage.
The first stage is a qualitative study done to confirm the emerging framework 
developed in the preliminary study. This is examined in Chapter Five. Following 
verification, a revised conceptual framework is then ready to be tested in a larger 
study, which forms the central focus of the research and this is discussed in Chapter 
Six. Furthermore, the design, development and administration of the quantitative 
phase are evaluated. The data preparation and procedures for data analysis are also 
examined in this chapter. The findings of the quantitative phase are presented in 
Chapter Seven. Following this, the results are reported in Chapter Eight. Finally, the 
conclusion, contribution of the study, research limitations and further research 
recommendations are presented in the final chapter. Chapter Nine.
Figure 1.2 below depicts the overview of the whole research.
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Figure 1.2: Overview of report
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CHAPTER TWO 
SERVICE QUALITY AND SERVICE FAILURE
2.1 Introduction
Chapters two and three will highlight the theoretical concepts underlying the study 
being proposed. In particular, this chapter will deal with the service quality concept, 
which will consider service quality definitions and dimensions. Later, service failure 
literatures encompassing definitions, service failure categories, core service failures, 
outcome and process failure, causes of failures, consequences of failures and 
customer satisfaction and behavioural intention are evaluated.
2.2 Quality and Service Quality
Quality issues have always been an important and critical issue throughout the years. 
Deming (1982) had described quality as management’s responsibility to ensure for 
continuous improvement of products and services to meet customer needs and to 
stay ahead of competition. Levitt (1972) defined quality as “conformance to 
specifications". Looking at it from the manufacturing perspective, Crosby (1984) 
defined quality as “conforming to the requirements". Juran (1989) later defines quality 
as “fitness for use" via product features that are possessed by a product or service 
which are intended to meet customer needs. Quality in the service context has been 
described as “an elusive and indistinct construct' (Parasuraman et al., 1985, p.41) 
while Gronroos (1983) described quality as “meeting or exceeding customers’ 
expectations’’.
The importance of quality has always been associated with concepts of:
“Reduction of variation, continuous improvement of products and services to meet 
customers’ needs, costs of quality or costs of poor quality, breakthrough projects, 
zero defects, cross functional management, systematic approach to quality, and 
strategic focus to quality with respect to customer satisfaction, competitiveness, 
profitability, quality planning, and organization-wide commitment
(Tummala and Tang, 1996, p.40)
20
Noor Azimin Zainol_________________________________________Chavter 2: Service Quality and Service Failure
Moreover, quality is imperative due to: (Lewis, 1989; as cited in Lockwood et al., 
1996)
• Customers are more demanding of the products and services they buy, and 
the way they are delivered
• The development of sophisticated technology, allows managers to provide 
higher demand and convenient services
• Quality is seen as a competitive advantage in the marketplace
• Quality leads to efficiency
• Quality creates true customers
Lockwood (1996) stated that the quality issue is increasingly popular as it leads to 
efficiency in terms of increased productivity, profitability and human resource 
enhancement. Undoubtedly, it can also create true customers to an organization 
through customer being satisfied. Maintaining quality is concerned with how an 
operation is managed according to quality conformance and reliability of operation to 
provide the right service not only the first time, but every time.
Quality begins with the design of the service delivery system and thus being 
assessed by the customers during the service delivery process. The presence of 
customers during service delivery, the criticality of capacity utilization, the complexity 
of operations and the reliance on service contact staff in managing ‘the moment of 
truth’ are all key characteristics of quality in hospitality operations. However, 
managing quality has continually been a challenging task as it involves a complex 
blend of operations and service elements. Quality in service delivery is not easy to 
maintain as each of the elements described above are almost always prone to things 
not going the way they should be. The presence of customers in high contact 
services such as the hospitality industry makes the ‘moment of truth’ critical.
The importance of service quality and its relationship with customer satisfaction, 
brand loyalty and market share has long been discussed among research scholars. 
Having superior quality is regarded as a winning competitive advantage over 
competitors. It also seeks to increase productivity, to earn customer loyalty, to fan 
positive word of mouth (WOM) and to search for price competitiveness (ZeithamI et 
al., 1990). Lockwood (1996) also states that quality is imperative due to it can lead to 
operational efficiency, whilst also creating true customer and thus generating higher 
profits in the long term.
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The quality of service is, to a large extent, defined by the customers in the hospitality 
industry, unlike the manufacturing industry where quality is defined by designers or 
operation managers. The primary reason organisations measure service quality and 
customer satisfaction is to better understand how they may enhance customer value 
and loyalty, and thus overall the financial performance of the firm. Hence, the service 
quality issue is said to be of great importance.
In today’s hospitality environment, the true measure of a company’s success lies in 
the organisation’s ability to continually satisfy customers. As the hospitality industry is 
very much a service industry (Kandampully, 2002), managing service quality has and 
will remain a critical task for service managers. It is therefore important that 
hospitality managers understand the factors that influence customers’ perceptions 
and satisfaction with services to ensure the continual patronage of customers.
Understanding service quality is fundamental as it is the basis of customer 
satisfaction. Customer satisfaction is a result of customer assessment of a service 
based on a comparison of their perceptions of service delivery with their prior 
expectations (Johnston and Clark, 2005). In addition, customer satisfaction with 
service is the comparison between perception of service received and expectations 
of services desired (Fitzsimmons and Fitzsimmons, 2006).
2.2.1 Service quality definition
The quality issue is a never ending one and has become a major area of attention to 
practitioners, managers and researchers. In fact, the search for quality is one of the 
most demanding trends in the last few decades through the continued research on 
the definition, modelling, measurement, data collection procedure, data analysis and 
other issues of service quality (Seth et al., 2005).
The concept of service quality has gained much attention especially after the 
introduction of the service quality gap model by Parasuraman et al., (1985). Many 
researchers have invested their effort in the service quality issues after the much 
discussed service quality model and formulated their own judgement on the 
descriptions of service quality. A considerable amount of research has been 
published on service quality issues within the last few decades.
22
Noor Azimin Zainol________________________________________ Chapter 2: Service Quality and Service Failure
As the subject of recent interest in various areas of research, a number of scholars 
have formed their own proposed definitions of service quality. Among the definitions 
given are that service quality is the comparison between a customer’s expectation 
and service performance, which is suggested by Parasuraman et al., (1985). This is 
also supported by Gronroos (1984), who defined service quality in terms of meeting 
or exceeding a customer’s expectation. Service quality is identified as the difference 
between a customer’s expectation for service performance prior to the service 
encounter and their perceptions of the service received (Asubonteng et al., 1996).
Others attempted to define service quality as the entirety of a customer’s outcome 
and experience (Johnston and Clark, 2005). From the service customer’s viewpoint, 
service quality is described as some aggregated net value of benefits perceived in 
the service encounter over what had been expected (Czepiel et al., 1985). On the 
other hand, Bitner and Hubbert (1994) delineated service quality as the customer’s 
overall impression of the superiority/ inferiority of the organisation and its services.
From the various definitions discussed, it can be seen that service quality has a 
major significance in issues of a customer’s expectation and service outcome or 
performance. What customers expect before a particular service is delivered and 
what or how the service outcome is received, seems to be agreed among research 
scholars. While a variety of definitions of service quality have been recommended, 
this study will use the definitions proposed by Parasuraman et al. (1985), that is the 
comparison between the customer’s expectation with service performance, with 
particular attention on experiences not meeting the customer’s expectations.
2.2.2 Service quality dimensions
As service quality has received increased attention in recent decades, there have 
been several attempts by various authors to explain the nature of service quality in 
terms of theoretical models. In fact, theories of service quality which are dominated 
by the multidimensional structures have been agreed to form into two schools of 
thought: The Nordic European and North American schools of thought. The Nordic 
European School are led by Gronroos (1984), Lehtinen and Lehtinen (1991) e tc., 
while the North American School originated from Parasuraman et al., (1985), Cronin 
and Taylor (1992), Brogowicz et al., (1990), etc.
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While the Nordic European School has in general determined two to three 
dimensions of service quality in their service quality models, it has not received 
significant attention due to being rather conceptual in nature as compared to the 
North American School (Ekinci et al., 1998). On the other hand, studies by the North 
American School led by Parasuraman et al., (1985) are perhaps the most cited and 
the basis of much debate in the service quality literatures. Their exploratory research 
proposed that service quality is a function of differences between customers’ 
expectations and perception of service along the quality dimensions. Their seminal 
study developed a service quality model based on gap analysis (refer Figure 1). 
There are five gaps in the Gap Analysis model and these are explained below.
Gap 1 -  Market Research
- the discrepancy between customer expectations and management 
perceptions of these expectations
- due to management lack of understanding on how customers formulate 
expectations based on sources of past experience, advertising, personal 
needs, communication with friends
- to close: must improve market research, have better communication between 
employee and management
Gap 2 -  Design gap (service design)
- management’s inability to formulate target levels of service quality to meet 
perceptions of customers’ expectations and translate to workable 
specification
- to close: setting goal standards, standardizing service delivery tasks
Gap 3 -  Service performance gap
- action delivery of service do not match specifications set by management
- due to: no/lack teamwork, poor selection of employees, inappropriate job 
design
Gap 4 -  Managing the evidence communication
- discrepancy between service delivery and external communications to 
consumers about service delivery eg: whether promises matches delivery?
24
Noor Azimin Zainol_________________________________________Chavter 2: Service Quality and Service Failure
Gap 5 -  Customer satisfaction
- differences between consumer expectation and perceived service. This gap 
depends on the size and directions of the four gaps associated with the 
service delivery of service quality on the marketer’s side
This exploratory study also produced ten determinant dimensions of service quality, 
namely: tangibles, reliability, responsiveness, competence, courtesy, credibility, 
security, access, communication and understanding the customer. Later, the initial 
study was refined using a quantitative study utilizing the SERVQUAL instrument 
which focused on measuring customer perception of service quality, with the ten 
dimensions grouped into five distinct dimensions (reliability, responsiveness, 
assurance, empathy and tangibility/ tangibles) with assurance encapsulating 
competence, courtesy, credibility and security, while empathy represents access, 
communication and understanding (ZeithamI et al., 1990).
However, although the SERVQUAL model has received a great deal of interest 
among scholars and practitioners, it has also received much criticism due to the 
issues of reliability and validity of the dimensions in addition to the methodology 
being used (Buttle, 1996; Smith, 1995). Whilst subject to criticism, the model is still 
being adopted by researchers in their studies. Also, it is essential to understand the 
service quality model as each gap could lead to potential causes of service quality 
shortfalls.
According to ZeithamI et al., (1990), the key to closing gap 5 is to close gap 1 to 4 
and keep them closed. However, this is not the case in actual service delivery as 
error or failures do happen occasionally. Service managers should therefore 
continuously monitor customer perception of service quality, identify the possible 
causes of service quality shortfalls and find possible appropriate action to improve 
the quality of service. Therefore, it is the contention of this study to focus on the 
identification of possible causes of service quality shortfalls.
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Figure 2.1: Gap analysis model
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Source: Parasuraman et al., (1985)
Others had proposed different dimensions based on their studies. Groonroos (1984) 
has depicted three quality dimensions that are of importance to an organisation, they 
are: technical quality (which answers 'what' the customers get out of the 
service/product), functional quality (which answers ‘how’ the customer gets the 
service/product) and corporate image. Figure 2 below shows Gronroos’s model.
Figure 2.2 : Gronroos’s technical and functional quality model (1984)
Perceived Service Quality
Traditional marketing activities 
(advertising, field selling, PR, 
pricing); and external influence by 
traditions, ideology and word-of- 
mouth
IMAGE
PER C EIVED  SERVICEEXPECTED SERVICE
TEC H N IC A L  Q U A L IT Y F U N C TIO N A L Q U A L IT Y
What? 
Source: Gronroos (1984)
How?
Service quality is produced in the interaction between a customer and the elements 
in the service organizations, which is the notion prescribed by Lehtinen and Lehtinen 
(1982). They proposed three basic quality dimensions that are physical quality 
(including the physical aspects of service, for example, building or equipments).
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corporate quality (involves the company image or profile) and interactive quality 
(which is interaction between customer and contact personnel and customer with 
other customers).
Other dimensions of service quality were introduced by Johnston and Clark (2005) 
who listed eighteen service quality factors namely: access, attentiveness/ 
helpfulness, aesthetics, availability, cleanliness/tidiness, commitment, comfort, care, 
communication, competence, courtesy, flexibility, friendliness, functionality, integrity, 
reliability, responsiveness and security. Fitzsimmons and Fitzsimmons (2006) are in 
agreement with Parasuraman et al., (1985) as they also proposed the same five 
dimension of service quality. On the other hand, Gremler et al., (1994) identified 
recovery, adaptability and spontaneity behaviours of employees as major service 
quality factors in internal service encounters.
It can be seen that the gaining interest in service quality issues has enlightened 
various scholars in putting forward a variety of service quality structures. In terms of 
this study, the expectation disconfirmation notion is particularly focused on, where a 
service encounter assessment is based on the service event or service problem that 
the customer experiences. Service events regarded as unacceptable by the 
consumers will lead to things being regarded as a failure and vice versa. The next 
section will give a further explanation of the concept of service failure.
2.3 Service Failure
Service failure has indeed gained much attention recently, encompassing a range of 
studies in a diversity of industries. In regards to the tourism and hospitality industry, a 
few studies have been conducted, particularly in the airline, theme park, restaurant 
and hotel sectors. Much of the work done by scholars has considered both service 
failure and recovery in the same study. To date, studies related to service failure and 
recovery have focused on several conceptual and theoretical considerations applying 
varying research methodologies (Lewis and McCann, 2004).
Service failure has been an integral, if not always overt, issue in service quality and 
customer satisfaction research. Service providers should always provide adequate 
service level which meets customer expectations. However, service providers cannot 
guarantee 100% error-free service encounters (Hart et al., 1990), although measures 
are constantly taken to prevent these errors, be it through rigorous procedures.
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detailed employee training or the use of advanced technology. It is said that failures 
could occur in various situations -  to physical goods, to the customer’s physical 
being, in and during the service system and also as a result of customer actions 
(Johnston, 1995).
Mistakes are a critical part of every service and even the best service companies are 
prone to service failures. Hard as they try, even the best service companies cannot 
prevent the occasional flight delay, overbooked rooms, burned steak, or missed 
delivery. Despite good intentions and genuine efforts, mistakes do happen from time 
to time, problems do occur and customers feel they have the reason and right to 
complain. The characteristics of hospitality operations -  the central importance of the 
customer, the complexity of operation and the reliance on service contact staff, all 
make it even prone for failures to occur.
A service failure could mean that a customer might not return. It may be impossible 
to eliminate errors in the service context due to the inherent characteristics of the 
service industry. Although a greater number of service firms are realising the 
importance of service quality or customer satisfaction, service failure is seen as 
almost unavoidable. Quality discrepancies and shortfalls are likely to occur, 
especially when human inputs are largely responsible for the production and the 
delivery of the offering. In addition, Reicheld and Sasser (1990) purported that 
variability is a major characteristics of service, hence it is difficult to standardise.
They added that however rigorous the procedures, however detailed the employee 
training or how advanced the technology used, zero defects is probably an 
unattainable goal in services.
Service managers are increasingly aware of the importance of keeping existing 
customers as well as winning new ones, especially with the intense competition 
between existing and new entrants to the hospitality industry (Lockwood and Deng,
2004). The growing recognition of service quality has increasingly identified failure 
acknowledgment and failure management as a critical task for service operations 
managers. For the same reason, this has inspired some authors to recognise the 
importance of failure identification in service transactions in the hospitality industry. 
Research done so far has indicated that service failures can result in negative word- 
of-mouth communication, lost customers, negative publicity to the service provider, 
employee dissatisfaction and the direct cost of re-performing the service (Schlesinger 
and Heskett, 1991; Lewis and Clacher, 2001).
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The area of service failure is worthy of further study as scholars need to investigate 
the harm it can have on the service provider (Michel, 2004; McCollough et al., 2000). 
Lewis and McCann (2004) stated that studies in the area of service failure and 
recovery in the hotel industry are still lacking and so further research into various 
aspects in this industry is needed. Despite the large and still growing literature on 
service recovery and customer satisfaction, knowledge about how customers in the 
hospitality industry perceive service failure is still very limited and various aspects 
should be explored further (Lewis and McCann, 2004; Choi and Matilla, 2008).
Service failures will be more likely to occur in high contact services where there are a 
large amount of complex activities involving complicated processes in a high degree 
of interaction between service customers and service provider, for instance the 
hospitality industry. Matilla and Cranage (2005) mentioned that due to human 
frailties, service failures sometimes occur, especially in medium and high contact 
services such as hospitality services. An interesting notion forwarded by Johnston 
(1995) suggests that when a problem occurs in a low contact firm, it might turn out to 
be a high contact entity instead. This demonstrates the crucial acknowledgement of 
failures in any service providers' operations.
When addressing the hotel sector, customer satisfaction and service quality have 
been an integral issue, therefore success in the hotel business depends on 
understanding the key factors in determining customer satisfaction (Poon and Low,
2005). Nowadays, customers are more sophisticated, well-educated, knowledgeable, 
informed and discerning. They have a high expectation of quality service, but 
unfortunately often perceive existing levels of service to fall short of their expectation 
(Otten, 1988). As a result, service failure may happen when their expectations 
cannot be met and therefore they will be dissatisfied.
2.3.1 Definition of service failure
Academic research on service failure and recovery is continuously evolving while 
much has been said about service failure recently. Many scholars have attempted to 
define service failure according to their own views while others have addressed the 
types, magnitude, criticality and severity of service failure; but mostly from the 
customer’s point of view. A few have also attempted to ascertain the reactions that 
customer’s have following a service failure (Hoffman et al., 1995; Levesque and 
McDougall, 2000; Ostrom and lacobucci, 1995; Smith et al, 1999; Colgate and
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Norris, 2001; Lovelock et al., 2001; Reynolds and Harris, 2005; Rust et al., 1991) in 
addition to the negative consequences of having failures in their operations.
So, what is service failure? Although much has been said regarding service failure, 
there is neither a clear, concise definition nor concrete empirical evidence found on 
what actually constitutes service failure. Most authors have mentioned having 
failures in their studies without explaining the exact definition of service failure. 
Johnston (1995) argued that there seemed to be no proper definition of service 
failure in any text or papers. Service failure is generally accepted as a socially 
constructed concept, due to the variability and inseparability nature of services, 
service failure might mean different thing to different people. To add further, the 
acceptability of service failure solely depends on the individual. One failure can be a 
severe failure to one individual while it might just be insignificant to another.
A review of the literature has identified several attempts being made on various 
definitions of failure and the categorisation of failures (Bitner et al., 1990, 1994; 
Hoffman et al., 1995; Chung and Hoffman, 1998; Mack et al., 2000; Liu et al., 2001; 
Mueller et al., 2003; Yang, 2005). Among the most cited theme for service failure 
definition is “delivery which does not meet or fails below customers’ expectations” 
(Bell and Zemke, 1987; Andreassen, 2001; Sparks, 2001; Lovelock and Wright,
2002; Holloway and Beatty, 2003). This implies that customers have a predetermined 
expectation before consuming a service. However, this general definition does not 
take into account or express in more detail on the “how” and “when” the service 
delivery falls below the expectation. At what stage the service delivery falls is a 
question to be answered urgently.
Unlike the term “service”, the term “failure” has received limited attention in the 
literature. According to Sparks (2001), there is no clear definition of what “failure” 
constitutes. Nonetheless, most scholars have attempted to define service failures 
according to the customer’s perspectives. The table below depicts the numerous 
definitions of failures discussed by different scholars.
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Table 2.1: Definition(s) of service failure
Authors Definition(s)
Bell and Zemke, (1987); 
Andreassen (2001)
Service failure is said to occur when the service 
encounter falls short of the customer’s expectations
Bitner et al., (1990); Colgate 
and Norris (2001); Hoffman 
et al., (1995)
A mistake, problem or error that occurs in the 
delivery of service
Kelley et al., (1994) Failures occur when perceptions of service delivery 
do not meet adequate service expectations. Relate 
retail failures with customer satisfaction/ 
dissatisfaction and service quality
Spreng et al., (1995) A problem that a customer has with a service
Hoffman and Bateson (1997) A service performance that falls below a customer’s 
expectations
Hays and Hill (1999) A service encounter that results in a dissatisfied 
customer
Maxham (2000) Any service related mishaps or problems (real or 
perceived) that transpire during a customer’s 
experience with a firm
Palmer et al., (2000) Any situation where something goes wrong, 
irrespective of responsibility, from the customer’s 
perspective
Michel (2001) Situations when service fails to live up to customer’s 
expectations
Lovelock and Wright (2002) A perception by customers that one or more specific 
aspects of service delivery have not met their 
expectations
Holloway and Beatty (2003) Activities that occur as a result of a customer’s 
perception of initial service delivery behaviour falling 
below the customer’s expectations.
Mueller et al., (2003) An incident that was defined by the respondents as 
being a failure
V.La and Kandampully 
(2004)
A dissatisfying moment of truth that creates a 
negative customer experience, leading to 
unfavourable customer perception of the firm
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Sparks and Fredline (2007) Service that does not meet the customer’s 
expectations
Chan and Wan (2008) Service failure occurs when one or more of the 
economic (something to do with time or money, eg; a 
well-cooked meal) or social benefits (something to do 
with esteem or status; eg: receiving warm hospitality) 
are not delivered as expected
Having laid out the definitions above, a clearly emerging theme can be seen from 
looking into different perspectives. It can be seen that most of the definitions of 
service failures are concentrating on the customer’s perspective although a few have 
also touched on the operations perspective. One definition has suggested that a 
failure is “being a failure" (Mueller et al., 2003). So what is service failure as seen 
from these contrasting perspectives? As mentioned earlier, most of the literatures on 
service failure have only touched on the concept of it without really operationalizing it, 
or they have just mentioned it casually, only with the notion in mind that readers will 
regard service failure as a ‘typical failure’ that has been socially constructed.
What really constitutes a service failure remains unanswered, although 
miscellaneous studies have gone deeper into this interesting area. Nevertheless, the 
researcher contends that the term service failure has actually meant more than what 
it seems to be. It is found that only limited efforts have been made in terms of 
classifying various definitions of service failures according to themes or categories. 
For that reason, the next section is an attempt to discuss the various definitions given 
by many scholars in accordance to different perspectives.
Customer’s perspective
As stated earlier, numerous studies have considered looking at service failures 
definitions from the customer’s perspectives. Among the most cited theme is 
“expectations”, which is employed by most customers to compare their expectation 
with the service delivery. Most customers mentioned that failures occurred when 
delivery does not meet or falls below their expectations. It was demonstrated by the 
various definitions given that the basis upon which failures have been described 
relates to the principle of disconfirmation against expectations. This indirectly means 
that customers will have an approximate level of expectation before consuming a 
service.
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Sparks (2001) argued that failure can occur due to elements of organisation, other 
customers or the actual customers, or a combination of these agents. Service failures 
can occur in different ways, such as when a customer-requested service is 
unavailable, when the service is unreasonably delayed and when the core service is 
delivered below the minimum acceptable level (Bitner et al., 1990). Failures can also 
be caused not only by service providers but other customers in the same 
environment (Bitner, 1994; Sparks, 2001).
Nevertheless, although other customers caused the failure, the actual customer will 
often always look to the provider to solve their problem. When failure occurs, 
customers tend to revert to attribution theories to make sense of the event. According 
to attribution theory, causes of failures can be of two types -  external or internal 
(Hewstone, 1989; Weiner, 1982). It has been identified that internal causes will 
normally have more influence on the customer’s perception of the service experience 
as compared to an external cause (Heider, 1958).
Other themes that emerge from the definition given are “dissatisfaction” and “being a 
failure”. Indeed service failure would lead to a feeling of dissatisfaction among the 
customers or service providers. Several studies mentioned that service failures will 
eventually result in customer dissatisfaction (Parasuraman et al., 1985; Kelley et al., 
1993). Evidence suggested that customer dissatisfaction will result in unfavourable 
responses and negative behavioural intentions by customers (Dube and Maute,
1996; Sparks, 2002; Wirtz and Matilla, 2004; Bonifield and Cole, 2007; Matilla and 
Roe, 2008). Among the responses are: exiting the service provider, make complaints, 
and not taking any action at all (Colgate and Norris, 2001; Lovelock et al., 2001). 
However, there are also notions that although dissatisfied as a result of encountering 
failures, some customers remain loyal to the provider (Michel, 2001). The responses 
following service failures will be dealt with separately in the later sub-topic of this 
section.
In general, from the customer’s perspective, when something goes wrong this will 
lead to failure identification because the service encounter falls short of the 
customer’s expected outcomes, which will then lead to dissatisfaction and thus 
unfavourable intentions.
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Operational perspective
Looking into the operational perspective, service failure is significantly related to the 
operations of the organisation. Based on the above definitions, failure is also 
reported by a “problem” or “something goes wrong” which involves operational 
concern. A problem could be a failure from not providing an acceptable standard of 
service as compared to customer expectation. This is termed as ‘commission’ where 
Sparks (2001) contends that this type of failure contributes to the largest proportion 
of failures that arise.
However, failure can also occur as a result of part or the whole service offered not 
being actually given (omission). Failure could occur during the service process and 
delivery of the service to the customers. As service operations cover the activities of 
delivering service from the service provider to the service customers, managing the 
processes of service delivery, in addition to continually improving the quality of the 
service, having failures in the operations is therefore unacceptable.
Service failure is regarded as the failed incidents which occur during the service 
processes inside the operation’s function itself, i.e. during the construction of the 
service itself before it reaches the customers. For example, the dishwasher is out of 
order when the restaurant has a lot of customers which results in low turnover of 
plates. Another example is, staff called in sick and did not turn up to work therefore 
there is a staff shortage in operations. In their theme park studies, Lewis and Clacher 
(2001) identified that the failure reasons are related to resources issues, recruitment 
and training, commitment to quality, park culture and atmosphere.
Another study by Cranage (2004) has emphasized the importance of getting service 
right the first time by identifying fail points in the operations and to be aware of them 
in the production of services. This includes the physical surroundings, staff 
responsibility and accountability, poor (and lack of) staff communication, complex 
service tasks and poor employee response to service problems. It can be perceived 
that identification of failures in the construction of service is also crucial from the 
operations perspective. On the other hand, v.La and Kandampully (2004) stress the 
importance of the human element in service failure and thus recovery, based on the 
definition they forwarded above, in order to rectify failures.
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Employee’s perspective
Looking from the employee’s perspective, service failure can be defined as failure 
that happens during the interaction between the individual employee and the 
customer during the service delivery process. Service employees are the 
intermediator between the service firms and the service customers. As the hospitality 
industry is a high contact service environment where the customer is involved in the 
production process, failures are seen as prone to occur compared to other low 
contact services e.g. home banking, etc. (Lovelock, 2001).
In the hospitality industry, employees can generally be divided into front-of-house 
and back-of-house employees. Front-of-house employees are the ones who have 
direct contact with the customers e.g. a receptionist, while back-of-house employees 
are ‘invisible’ or have indirect contact with the customers e.g. a hotel reservations 
clerk. Employees are also responsible for interacting with each other on an inter­
departmental basis to get the job done. Service failure can also be seen happening 
between one employee and other employees in the organisation due to factors such 
as lack of communication, etc.
Employees even place the blame on other front-line employees, as seen in a theme 
park study conducted by Lewis and Clacher (2001). Failure can also happen when a 
customer interacts indirectly with a back-of-house staff e.g. a customer calling the 
housekeeping department for an iron but never getting it. In short, it can be said that 
employees are not only responsible for interacting with customers but also with their 
colleagues at work.
It can be argued that service failure is more critical for front-of-house employees 
than back-of-house employees because front-of-house personnel deal directly with 
external customers and sometimes failures happen due to incidents resulting from 
other back-of-house personnel. For example, if a reservations officer booked the 
wrong room type and the receptionist on duty was to be blamed and scolded by the 
customer. Not providing acceptable outcome and interpersonal touch in high contact 
services will lead to failures to occur. This is emphasised in the notion forwarded by 
Gronroos (1984) that functional quality is much more important than technical quality.
In conclusion, service failure can be seen from diverse perspectives i.e. the 
customer’s perspective, the operational perspective and the employee’s perspective.
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For the purpose of this study, a customer’s perspective is considered where a failure 
is defined as a service delivery outcome or performance which a customer finds 
unacceptable under normal standard of service delivery.
2.3.2 Categories of service failures
Most of the previous studies of service failures identified categories of service failures 
and their sub-categories according to different sectors. It can be observed that 
various terms had been used to discuss the categories which have essentially the 
same meaning. Terms such as categories, typologies, types and groups were found 
to be interchangeable. For ease of discussion, the types/ groups/ categories/ 
typologies of service failures will be referred to as categories while their sub-groups 
will be termed sub-categories. Again, only a limited attempt has been done to 
analyse the categories and sub-categories accordingly. Table 2.2 below summarises 
the results obtained from the earlier studies according to industry specific. A critical 
evaluation of the categories and sub-categories follows.
Table 2.2: Service failures categories and sub-categories
Author(s) Category(s) and sub-categories
Setting: Hotel, restaurant and airline industry
Bitner, et al., (1990)
Three categories according to employee behaviours with 12 sub­
categories.
1. Employee response to service delivery system failure 
(response to unavailable service, response to unreasonably slow 
service, response to other core service failures).
2. Employee response to implicit/explicit customer requests 
(response to “special needs” customer, response to admitted 
customer error, response to customer preferences and response 
to potentially disruptive others).
3. Unprompted and unsolicited employee actions (attention paid 
to customer, out-of-the-ordinary employee behaviour, employee 
behaviour in cultural norms, gestalt evaluation, performance 
under adverse circumstances).
Result: core service failures are reported most and response to 
potentially disruptive others least reported
Bitner et al., (1994) Based on Bitner et al., (1990) with a fourth category added
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(problematic customer behaviour) with sub-categories of 
drunkenness, verbal and physical abuse, breaking company 
policies or laws and uncooperative customer.
Total of four categories with 16 sub-categories.
Setting: Restaurant industry
Hoffman et al., (1995) Three categories of failures based on Bitner et al., (1990) which 
further sub-divided into 11 sub-categories of failures (product 
defects, slow unavailable service, facility problems, unclear 
policy, out of stock, not cooked to order, seating problems, 
employee behaviour, wrong order, lost order, mischarged) 
Result: Most reported failure -  product defects and 
slow/unavailable service while least reported is out-of stock
Chung and Hoffman 
(1998)
Based on Bitner et al., (1990) -  resulting in three categories of 
failures with 11 sub-categories.
Employee response to service delivery system/product failure 
(product defects, slow/unavailable service, facility problem, 
unclear policy, out of stock).
Employee response to implicit/explicit customer requests (not 
cooked to order and seating problems).
Unprompted and unsolicited employee actions (employee 
behaviour, wrong order, lost order and mischarged).
The most cited error is product defects, most severely rated 
errors are seating problems, out-of-stock items and facility 
problems
**failures rated the most severe were not the most frequently 
occurred
Mack et al., (2000) Based on Bitner et al., (1990) - resulting in 14 service failures 
sub-categories.
Employee response to service delivery system failure 
(unreasonable slow service, wait staff error, cook/kitchen error, 
management error).
Employee response to implicit/explicit customer requests 
(special needs/request, customer preference, customer error, 
disruptive others).
Unprompted and unsolicited employee actions (level of attention, 
unusual action, cultural norms, gestalt evaluation and adverse
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condition).
Majority of the customers argued that the service delivery system 
failures are major failures (90.5%) with cook/kitchen error most 
cited.
Liu et al., (2001) Three categories based on Bitner et al., (1990) with 13 sub­
categories:
Employee response to service delivery system failure (product 
defect, unavailable service, facility problem, out of stock, unclear 
policy, served out of order).
Employee response to implicit/explicit customer requests 
(seating problems, not cooked to order).
Unprompted and unsolicited employee actions (employee 
behaviour, wrong order, lost order, spillage, mischarged).
Setting: restaurants in Taiwan
Result: Most cited failure -  product defect and slow/unavailable 
service with out-of order least cited.
** were compared with Hoffman et al.’s study where served out 
of order and spillage is not mentioned (in Hoffman’s study)
Mueller et al., (2003) Based on Bitner et al., (1990) and Hoffman et al., (1995) - Top 
three failures reported -  cook error, wait staff error and 
unreasonably slow service.
Setting: restaurant industry (between Irish and US restaurants)
Yang (2005) Based on Hoffman et al., (1995) -  three categories of failures 
with 11 sub-categories of failures -  product defect, slow service, 
facility problem, unclear policy, out of stock, not cooked to order, 
seating problems, employee behaviour, wrong order, lost order, 
mischarged.
Most reported failure -  lost order and seating problems
Tsai and Su (2009) Based on Bitner et al’s (1990) and Hoffman et al. 91995)-fo u r 
categories of failures with seventeen sub-categories -  with 
product defects, slow/unavailable services and employee errors 
as the most frequently reported.
Setting: Retail industry
Kelley et al., (1993) Three categories of failures based on Bitner et al., (1990) which 
further subdivided into 15 sub-categories of failures.
Employee response to service delivery system/product failure
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(policy failures, slow/unavailable service, system pricing, 
packaging errors, out of stock, product defect, hold disasters, 
alterations and repairs and bad information).
Employee response to implicit/explicit customer requests 
(order/request and admitted customer error).
Unprompted and unsolicited employee actions (mischarged, 
accused of shoplifting, embarrassments and attention failures). 
Result: Most reported failure -  product defects and policy failures 
while accused of shoplifting is least cited.
Lockshin and 
McDougall (1998)
Five categories of failures -  delivery timeliness, availability 
(incomplete order, no longer available, no longer carried), 
system error, personnel behaviour and promise not met. 
Result: Most cited failures are delivery timeliness and system 
error
Setting: Australia retail wine industry (business to business)
Holloway and Beatty 
(2003)
Six categories of failures -  delivery problems, web site design 
problems, payment problems, security problems, problems with 
product quality and customer service problems.
Sub-categories in delivery problems (product arrived late, wrong 
product delivered or product delivered to wrong address), Web 
site design (fail to download, required search capabilities not 
provided, no English language provided), payment problems 
(overcharged, charged for things not intended to purchase), 
security problems (outright fraud), product quality (out of 
business, merchandise failed to meet expectations, customer 
service problems).
Result: Most cited failures -  delivery problems (purchase arrived 
late or never arrived)
Setting: online retailing
Forbes et al., (2005) Based on Bitner et al., (1990) and Kelley et al., (1993) -  resulting 
in three categories of failures with 10 sub-categories of failures -  
slow/unavailable service, system pricing, packaging errors, out of 
stock, product defect, bad information, web site system failure, 
special order/request, customer error and size variation. Most 
reported -  packaging error and slow/unavailable service 
Setting : E-tail service (e-commerce retail)
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Setting: Banking industry
Lewis and
Spyrakopoulos (2001)
Five categories of failures with 11 sub-categories of failures - 
banking procedures (bureaucracy and slow banking, failure to 
keep customers fully aware of banking procedures); mistakes; 
employee behaviour and training (ignorant employees, 
unwilling employees); functional/technical problems 
(long/unorganised queues, ATM out of order, limited network of 
ATMs, limited branches, incomprehensible statement of 
accounts, term of loans, conventions) and actions or omission 
of the bank against fair trade. Most reported failure (in terms of 
magnitude) -  unwilling employees and wrong statements. 
Setting: retail banking industry
Michel (2001) Eight categories of failure are evident -  advice, process, 
interaction, documents, information, conditions, systems and 3^  ^
parties failures. Concentrated on core processes with 10 sub­
categories of failures.
Result: opening and changing mortgage are mostly reported 
Setting: Banking industry (Swiss bank)
Method used: open-coding technique
Jones and Farquhar 
(2007)
The most reported failures are incorrect debiting/ crediting of 
account, extra charges, getting information from the bank and 
dealing with the bank over the phone.
Other industries/ context
Lewis and Clacher 
(2001)
Based on Bitner et al., (1990) and Bitner et al., (1994) -  resulting 
with four categories of failures and 17 sub-categories of failures. 
The most cited failure category is lack of employee ability to 
recover -  36% (lack of responsiveness to unavailable service, 
miscommunication about service, etc) while problematic 
customers category is also high in percentage (34%)
Setting: Theme parks in UK (sample of three)
Meuter et al., (2003) Based on Bitner et al., (1990), resulting in four categories of 
failures and 2 sub-categories (technology failure, process failure, 
poor design - technology design problem and service design 
problem and customer-driven failure.
Result: Most reported failure -  technical failures (not working) 
Setting: self-service technology e.g. ATMs, automated hotel
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checkouts, banking by telephones, etc
Hoffman et al., (2003) 3 categories of failures with 8 sub-categories of failures - 
mechanical problems, cleanliness issues and facility design 
issues.
Mechanical problems (core mechanical problems and 
mechanical problems relating to core service)
Cleanliness issues (foreign object -  non-living/non-human- 
related, foreign object -  human-related, foreign objects -  insect/ 
animal-related), general cleanliness issue, smells)
Facility design issues (poor facility planning).
Result: Most reported failure -  mechanical problem relating to 
core service and smell least cited.
Setting: service-scape failure in hospitality establishments 
(restaurants, hotels)
Lewis and McCann 
(2004)
26 service failure categories with slow restaurant service as the 
highest ranked occurrence, followed by slow check-in/out and 
staff inefficient. While room not clean, reservation missing and 
staff unfriendly and unhelpful as the most severe failures. 
Setting: 4-star hotel (UK)
Ahn et al., (2005) Eight failure factors -  ineffective marketing activities, poor 
demand forecasting, failure to satisfy technical specifications, 
loss of cost advantage due to the price cut of competing 
services, loss of utility advantage due to increased utility of 
competing services, decrease of market attractiveness due to 
environmental changes, decrease of market attractiveness due 
to government policy and insufficient or low quality of content. 
Setting: telecommunication service
It is obvious that most of the categories derived by various scholars were widely 
constructed using Bitner et al., (1990; 1994) categories and sub-categories of 
failures. Adopting Critical Incident Technique (GIT), a technique introduced by 
Flanagan (1954); Bitner et al.’s, (1990; 1994) work has been confirmed as a seminal 
study which was vastly used by other authors in their corresponding studies and 
applied within a mixture of industries.
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Although carried out in diverse industries, what is evident is that there is a significant 
result on the failure categories and sub-categories in addressing the failure 
categories. In essence, identifying failure incidents by using critical incident technique 
is found to be an effective way to identify failure categories and sub-categories. 
Perhaps, studies in the future should attempt to apply other methods in the 
identification of failures.
Another way of looking at the categorisation of failures is through categorising failure 
results based on industry specifics, as different industries post different failures. 
Michel (2001) stated that failures are not only industry specific but also differ in 
accordance to each process with an industry or company. It can be seen from the 
studies conducted that the majority of studies pertaining to service failure were done 
in the restaurant industry. Being one of the components in the hospitality industry, the 
restaurant industry has received major interest among service scholars. Perhaps the 
popularity and ever-changing trend in customers eating out has resulted in more 
studies in this sector.
This is followed by the retail industry (four studies) and banking industry (two 
studies), while the other industries bear one study each (theme park, self-service 
technology, hotel and telecommunication services). Other studies were those 
completed in a combination of a few industries (restaurants, hotels and airlines) as of 
Bitner et al., (1990; 1994) while service-scape failure specific in the restaurant and 
hotel industry was being studied by Hoffman et al. (2003). The discussion below 
analyses the difference in failures according to industry specific.
Restaurant industry
There appears to be a considerable commonality with regards to categories of 
restaurant service failures. This is perhaps obviously due to the similarity following 
Bitner et al.’s work. A majority of studies on the restaurant industry reported failure 
incidents to be dominated by service delivery system failures. Service delivery 
systems failure is regarded as a core service failure (Bitner 1990; 1994). Some of the 
interesting findings were that failures rated the most severe (seating problems) were 
not the most frequently occurring (product defects) (Chung and Hoffman, 1998) while 
‘out of order’ and ‘spillage’ were items found in Liu et al.’s (2001) study but not found 
in other restaurant studies.
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Retail industry failures
In the retail industry, response to the service delivery system/product failure is quoted 
by two studies (Forbes et al., 2005 and Kelley et al., 1995). In online retailing service 
failures, delivery problems accounted more reported incidents (Forbes et al., 2005). 
Online service failures are different from the traditional service failures due to the lack 
of human interactions in the service delivery. However, other issues surrounding 
online service failures, which include credit card security, privacy, on-time delivery 
and ease of navigation, are critical components to traditional service failures. In a 
business to business wine retailing, delivery timeliness and system error are reported 
to happen more (Lokshin and McDougall, 1998). These failures differed from failures 
happening in the hospitality industry, where more high contact services are evident 
and service quality is critical.
Banking industry
The banking industry is regarded as a high-contact service (Lovelock, 2001) where 
interactions between customers and employees are critical in the service encounter. 
In relation to this, the most quoted failure in terms of magnitude of failure is unwilling 
employees (Lewis and Spyrakopoulous, 2001). Core processes are also viewed as 
critical, the same as the hospitality industry, which is agreed by Michel (2001), where 
the opening and changing of a mortgage account is rated as most severe in the 
banking industry.
Theme park
What is obvious is that the theme parks hosted numerous people during their 
opening times, especially peak seasons. This is the reason for more failures 
occurring concerning the problematic customers (i.e. verbal and physical abuse and 
breaking policy and laws) as stated by Lewis and Clacher (2001). An example of 
verbal abuse given was that a customer was mad with a ride attendant for not letting 
his child on the ride even though height restrictions apply.
Telecommunications services
Telecommunication failures are viewed differently by Ahn et al., (2005). In their study, 
the industry specific factor governing the telecommunication industry, such as the 
high competition, regulatory changes, new technologies, etc. had affected the 
probability of failures to occur. As compared to the theme parks study by Lewis and 
Clacher (2001), this study posed different environment factors e.g. technological 
changes and high competition, although dealing with customer as end buyers.
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Hotel
Lewis and McCann (2004) reported that the most cited problems were related to slow 
service in restaurants and during check outs in their hotel study. This is also 
supported by Bitner et al., (1990; 1994) in their hotels, restaurants and airlines study. 
This shows that customers are generally intolerant of waiting times. These results 
show the similarity of how the customers in the hospitality industry interact with 
service failures. As the hospitality industry consists of many segments of customers, 
it is understandably clear that the business travellers are more intolerant with waiting 
times as they are more time-conscious. The least mentioned problem is gaining 
access to business and leisure facilities by leisure travellers, while business travellers 
will usually regard information to local attractions as not really necessary.
Service-scape failures
Failures specifically focusing on the restaurant’s and hotel’s service-scape are 
studied by Hoffman et al., (2003). It was found that problems relating to core service 
is the most highly reported while smell is the least reported. Interestingly, although 
smell was the least reported, it was rated the major mistake by respondents. This 
shows that the effect of smell on cleanliness and hygiene issues in general is 
detrimental to customer perception, especially in the hospitality industry.
This failure category might not be so significant in other industries e. g. 
telecommunication, banking or retail industry. Overall, cleanliness issues are the 
most cited failures (70 incidents), which supports the importance of quality services 
at all times. People patronise hospitality operations due to their core service, 
therefore they are more particular in the food quality or the cleanliness or comforts of 
beds and therefore have high expectations of the service experience.
Failures in the self-service technology
Failures in the self-service technology e.g. the automated teller machines (ATMs), 
phone banking, automated hotel check-outs, have been studied by Meuter et al.,
(2000). The most cited failures involved technical failures with the technology itself. 
For example the ATM broke down with the customer’s card in it. Other failures 
include poor design in service technology and service design problems. It can be 
stated that these types of failures will occur more frequently in self-service 
technology as they involve the use of technology interface as compared to other 
industries.
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Hotel, restaurants and airline industry
In general, it is found that the hotel, restaurant and airline industries recorded the 
most failures in the core service. In particular, it was reported the highest in the hotel 
and airline industry, whereas unprompted and unsolicited employee actions are 
reported more in the restaurant industry (Bitner et al., 1990). Problematic customer 
behaviour was another major cause of failures (Bitner et al., 1994).
It is obvious that in the hospitality industry (hotels, theme parks, restaurants and 
airlines) the most reported failures are classified in the service delivery systems 
failure as it relates to the core service. Core service failures are generally regarded 
as more severe and critical by hospitality patrons as it engages the customers’ 
involvement in the service delivery process. Maintaining quality is difficult whilst 
following strict procedures and advanced technologies as failures are prone to take 
place. On the other hand, it was found that only one study had attempted to identify 
failures in the hotel industry, with the exception of Bitner et al.’s study with a 
combination of the hotel, restaurant and airline industries. Hence, this study is to be 
conducted in the resort hotel context as supported in the rationale of the study 
proposed in the introductory chapter.
2.3.4 Core service failures
Core service failures have also received much attention in the service failure 
literature. Listed below are the definitions of the core service failures as perceived by 
several authors.
Table 2.3: Core service failures
Author Definition(s)
Levitt, (1983); as 
described in Hess et al., 
(2003)
The basic benefits received by the customers and the 
primary reason for service encounter between customers 
and service provider
Hess et al., (2003) Failures or problems that occur during the delivery of 
core service which had been contracted by the service 
provider to the customer
Levesque and McDougall 
(2000); Cranage (2004); 
Swanson and Hsu (2007)
Situations when the customers do not receive the basic 
service promised by the provider
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Hoffman et al., (2003) Employee’s response to unavailable service, slow 
service or other core service failures
Mueller et al., (2003) Incidents that are due to mistakes or technical problems 
with the service itself
lacobucci, et al., (1994) The causes of failures lie in the core service (e.g. beds 
not clean).
Keaveney (1995) Services that have been promised or contracted, either 
directly or implied, and are basic to the whole service 
experience
Smith et al., (1999) Core service failure refers to two kinds of service 
failures:
a)an organisation cannot meet the basic service need or 
perform the core service
b)the delivery of the core service is flawed or deficient in 
some way
Kandampully (2002); 
Cranage (2004)
Represents the main benefit sought by customers
From the definitions put forward above, numerous authors are in agreement that core 
service represents the contracted basic service to the customers. Core products or 
services provide the central benefits that address the specific customer’s needs and 
defines the fundamental nature of the company’s business (Lovelock, 2001 ; 
Kandampully, 2002). Gronroos (2001) defined the core service as the reason for a 
company being on the market, for example, for a hotel it is lodging or for an airline, it 
is transportation. According to Lovelock (2001, p. 127), ‘'performing on the core 
product is a matter of ‘do or die’ where as performing the supplementary service 
which is considered hygiene factors is a matter of ‘do-or-deciine"\ Matilla (1999) 
proposes that core service is highly attributed to the reliability factor of service and 
thus viewed as more serious by the customers.
In general, most academics and practitioners have come to a consensus that 
peripheral services, also known as supplementary services, consist of supporting and 
facilitating goods and services (Bojanic and Kashyap, 2000; Lovelock, 2001). 
Facilitating services is said to smooth the delivery of core services (Gronroos, 2001; 
Ozment and Morash, 1994). Being described as hygiene factors, supplementary 
services will avoid dissatisfaction but will not necessarily lead to customers feeling
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satisfied. However, if hygiene factors are absent, customers will be dissatisfied. High 
satisfaction will only be achieved when hygiene factors meet expectations and 
enhancing factors are delivered at a level that exceeds customer satisfaction 
(Lovelock, 2001).
It is the core service benefits that the customers want to seek and the primary 
reason for a service encounter to happen (Levitt, 1983). Kandampully (2002) stated 
that it is very common that the core service fails to meet customer expectations. 
Nevertheless, failures rated as the most severe were not always the most cited 
failures by customers (Chung and Hoffman, 1998). In a restaurant study by the 
authors, seating problems are not categorised under the core service whilst only 
3.4% of customers reported on the failure; yet it received the highest 
severity/magnitude of failure among all incidents. Seating problems could be 
regarded as a peripheral service which smoothes and facilitates the delivery of core 
services. Hence, it is important to note that core service and peripheral service 
should be performed accurately, based on customer expectations (lacobucci et al., 
1994) as both services help to shape the customer’s overall satisfaction.
In relation to the core and peripheral services, it is important to include the service 
reliability component in the discussion. Service reliability that is performing the 
service dependably and accurately is agreed to be the core of the service excellence 
and the most cited dimension customers consider in quality (Berry and Parasuraman, 
1991; 1992; Kandampully, 1998). Thus it is critical to be reliable when offering quality 
service to customers (Caruana et al., 1999). Performing the service right the very first 
time is said to contribute significantly to a service organisation through operational 
efficiency and marketing effectiveness (Cranage, 2004).
Among the advantages of doing things right the first time, looking from the operating 
efficiency angle, are: reduced cost of re-doing service, higher employee morale and 
enthusiasm, lower employee turnover which will eventually lead to increased 
productivity and lower costs. Marketing effectiveness can be achieved through higher 
customer retention rates, more business from current customers, increased word-of- 
mouth promotion of the company and greater opportunity on charging premium price 
(Berry and Parasuraman, 1991).
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2.3.5 Failure types - Outcome and Process failure
As highlighted above, researchers have proposed a variety of groups and sub-groups 
of service failures (Bitner et al., 1990; 1994; Hoffman and Kelley., 1995). Underlying 
these groups and sub-groups are more general and parsimonious outcome-process 
classifications (Gronroos, 1988; Parasuraman et al, 1990). More often than not, 
consumer evaluation of services is weighted toward the intangible process elements 
rather than the tangible service outcomes (Parasuraman et al., 1985). Building on the 
outcome-process distinction, recent services marketing research (Bitner et al, 1990; 
Parasuraman et al., 1991; Hoffman et al, 1995; Keaveney, 1995; Mohr and Bitner, 
1995; Smith et al., 1999; Smith and Bolton 2002; Zhu et al., 2004) has further 
distinguished between outcome and process failures.
Outcome failure is a core service failure, which relates to what customers actually 
receive from the service while process failure refers to how customers receive the 
service, in other words, the manner in which the core service is transferred to the 
customer during service delivery. For example, a hotel guest experiences outcome 
failure if the room is unclean and process failure if the front-desk personnel are 
impolite. Likewise, an airline passenger experiences outcome failure if the flight is 
delayed and process failure if the flight crew is inattentive. The former is involved with 
utilitarian exchange while the latter relates to the symbolic exchange (Smith et al., 
1999). Driver and Johnston (2001) purport that outcome failure involves physical/ 
instrumental factors while process failure involves social/ physiological factors.
Adding further, an outcome failure incurs a loss of economic resources (e.g., money, 
time) as some aspects of the core service is not delivered. On the other hand, 
process failure results in a loss of social resources (e.g., status, esteem) to the 
customers (Smith et al., 1999), as the core service is delivered in a deficient manner. 
Consequently, Chan et al., (2007) argue that process quality is interpersonal 
whereas outcome quality is impersonal. Outcome and process failure will be applied 
in this study as it justifies service failure types, especially in the hospitality context. 
According to Hinkin and Tracey (2003), a service comprises both process and 
outcome attributes, however, the relative importance of each varies from one context 
to another.
48
Noor Azimin Zainol________________________________________ Chapter 2: Service Quality and Service Failure
2.3.6 Causes of service failures
As described earlier, the service industry is different from its manufacturing 
counterpart as it is constructed by its unique characteristics, which are: intangibility, 
heterogeneity, simultaneity and perishability. Hence, the unique nature of service 
itself increases the likelihood of errors that leads to service failure. This is supported 
by Palmer et al. (2000) and Brown et al., (1996) who stated that the inseparable, 
intangible, and heterogenous nature of services gives rise to the inevitability of 
failures to occur.
It can be suggested that the potentiality of service failures to occur is highly 
dependent on the variability of its processes and the heterogeneity of its customers 
(Michel, 2001) in addition to the labour-intensive nature of the service, which results 
in heterogeneous outcomes (Hess et al., 2003). In addition, quality discrepancies and 
shortfalls are likely to occur, especially when human input is largely responsible for 
the production and delivery of the offering (Lewis and Spyrakopoulos, 2001 ; Hess et 
al., 2003). Although causes of failures could originate from elements of organisation 
or customers, as suggested by Sparks (2001), the characteristics of service is also 
believed to contribute to failures occuring. It is therefore crucial to explore each 
characteristic of service in relation to its connection to causes of failures.
1. Intangibility
Unlike its manufacturing counterpart which produce tangible goods, services are 
concepts and ideas and cannot be seen, touched, felt or tested prior to consumption 
or buying of the service. The intangible nature of services gives rise to the 
inevitability of failures to occur (Palmer et al., 2000). The intangibility aspect of 
services makes it difficult for the customers to evaluate or even expect the quality of 
services they’re about to consume. Customers might have high expectations which in 
turn will lead to dissatisfaction if the outcome of the service does not fulfil their 
expectations.
2. Heterogeneity
Heterogeneity is the invariability of service rendered to the customers. It is agreed 
that it is difficult to perform a standard output for services as they are labour 
intensive, as human involvement in service delivery will usually result in quality
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problems. The labour intensive characteristics permit variability in terms of behaviour 
and performance, which varies among the service workers and also between service 
employees from one customer to another and also from one day to another. The 
complexity of the blueprint, the heterogeneity of customers’ needs and the 
unpredictability of the service outcome all influence the probability of service failures 
(Michel, 2001).
Customers who are actively involved in the production process may cause difficulty in 
controlling service quality (Eigler and Langeard, 1957, 1977). Variations in workers 
performance will also result in inherent variability of service delivery (V.La and 
Kandampully, 2004) where as different customers may demand or experience the 
same service differently (ZiethamI and Bitner, 2003). Desmet et al., (1998) cited that 
the presence of other customers will also affect the service experience during service 
delivery, in addition to variations in weather, crowding and differences in service 
locations.
Performance standard is predicted to be much easier to attain when more services 
tend to change their operations from human-based activities to machine-intensive 
activities (Lovelock and Gummesson, 2004). This is because the variation in delivery 
caused by human and physical factors can be eliminated. However, this is not the 
case with service industries in general and the hospitality industry in particular, due to 
the invariability of services offered not only by different employees but also offered to 
different customers.
3. Inseparability/Simultaneity
Inseparability means that the production and consumption process involves the 
presence of the customers, where they play a role as the co-producer, customer to 
employee and customer to customer interaction (Lovelock and Gummesson, 2004). 
Inseparability demands customers to be present during the service delivery process 
where customers take part in the encounter from the beginning. For example, a 
customer orders her food in a restaurant from a waiter, the waiter then gives the 
order to the kitchen to be prepared and upon preparation, the meal is quickly sent out 
to the customer to be consumed. Various critical processes are involved in this 
encounter, whereby one dissatisfying incident might jeopardise the whole 
experience.
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Service consumers are usually involved in the service production process and the 
diversity and unpredictability of the consumers will almost always cause uncertainty 
which might affect the service outcome. Service consumers also have limited 
knowledge of how the entire systems work and are unlikely to be aware of their roles 
in the service operation, i.e. the service delivery process which will also contribute to 
failures. The inseparability of high contact services has a consequence that service 
failure cannot be disguised from the customer (Boshoff, 1997). Service providers 
must be prepared to deal with problems in the presence of their customers (V.La and 
Kandampully, 2004).
4. Perishability
Perishability means a service offered at the particular time will be lost if not 
consumed at that point of time. It is a lost opportunity due to service being something 
that cannot be stored and is lost forever if not used. One issue in the perishability 
dimension is trying to match capacity and demand depending on fluctuations on 
customers’ tastes, seasonal time, etc. Failures might occur in several situations in 
this dimension. When demand is high, it is difficult to control quality, for example, 
during lunch-time when restaurant patronage is high and there is a need to get food 
ready on time and in a correct state. In terms of operations, failure to sell hotel rooms 
to the optimization level will be a waste and a perish cost. If capacity exceeds 
demand, for example the hotel is over-booked, this will also lead to customers turning 
to other suppliers. Failure to forecast peak season or low season will lead to 
unnecessary expenses on cost e.g. buying extra fresh produce for the kitchen on 
weekdays compared to weekends. The extra produce will perish and it is an expense 
for the operations.
Following the discussion on the characteristics of services, it can be said that the 
unique characteristics of service coupled with its high-contact nature will most likely 
make it prone to service failures to happen compared to its manufacturing 
counterpart.
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2.3.7 Responses to service failures
Various responses emerge from service failure incidents in the view of the customer 
and service providers. Customers’ responses vary while service providers normally 
will exert some form of recovery strategies to rectify the situation. However, it is not 
the purpose of this study to discuss service recovery issues.
Previous research findings into responses of service failures can be said to 
encompass two responses -  emotional and behavioural. Service failures often evoke 
strong emotional responses from customers. Several authors have expressed 
emotional response following service failures (Bonifield and Cole, 2007; Matilla and 
Ro, 2008; Sparks and Fredline, 2007). In particular, anger was seen to play a 
powerful role in response to failures (Dube and Maute, 1996; Bonifield and Cole, 
2007; Kalamas et al., 2008; McColl-Kenendy, et al. 2009). Kalamas et al., (2008) 
further states that angry customers are less satisfied and therefore tend to engage in 
third part actions. On the other hand. Sparks (2002) contends that emotional 
responses varied through how easy it would have been to resolve a failure in a way 
rather than experienced.
Customers’ affective responses to service failure often will influence the service 
evaluations and actions. It is said that undesirable emotional responses will result in 
a negative impact on customers’ satisfaction (Smith and Bolton, 2002). Customers 
will undertake extensive cognitive appraisal to evaluate the resulting psychological 
stress following a service failure (Forrester and Maute, 2001).
Dube and Maute (1996), Bonifield and Cole (2005) and Matilla and Ro (2008) are in 
the agreement that behavioural responses were primarily determined by emotional 
evaluation. Others reported behavioural responses to service failures, including 
brand switching, brand loyalty, voice and negative word-of-mouth (Dube and Maute, 
1996; Sparks and Fredline, 2007; Main and Ashworth, 2006 and Swanson and Hsu, 
2009). This has also been supported by Day and Landon (1977); Singh (1988) and 
Singh and Wilkes (1996). Whilst Lovelock (2001) is also in agreement with the rest of 
the authors, he added another behavioural factor that is not doing anything following 
service failure. Notably, Kalamas et al., (2008) added further that angry customers 
are also likely to spread negative word-of-mouth and more likely to complaint, exhibit 
negative repurchase intentions and thus engage in third party actions.
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Later, Colgate and Norris (2001) also confirmed that customers react in two ways in 
response to service failures -  to exit or remain loyal to the service provider. His study 
has also identified that customers had decided to remain loyal due to perceptions of 
barriers to an exit, perceived value of relationship, perception of service recovery and 
feelings of loyalty to the provider. On the other hand. Sparks (2001) reported that the 
recognition of service failure often depends upon customers voicing their 
dissatisfaction. However, there is evidence that up to two thirds of customers may not 
voice their dissatisfaction (Andreassen, 1984; Ritchins, 1983).
Fairness theory has also received recognition in the service failure literatures, 
especially in response to failure incidents. Recent evidence suggests that customer 
response to service failure is related to the perception of procedural and interactional 
fairness (Goodwin and Ross, 1992, Sparks, 2002). Furthermore, attribution theory is 
also included in the response following service failure. The element of attribution bias 
(who to blame after a service failure) was being touched on by Bailey (1994) and 
Bitner et al., (1990). Also, customers evaluate service failure by asking “who’s cause 
is it? Did the responsible person have control over the failure? Is it likely that the 
failure will happen again?” (Folkes, 1984 in Boshoff, 1999). In essence, responses to 
failures should be taken with great seriousness by the service providers in order to 
be aware of problems while improving quality of service.
2.3.8 Consequences of service failures
It is widely accepted that service performance that meets a customer’s expectations 
leads to customer satisfaction and thus positive word-of-mouth. However, failures 
could happen and there is ample evidence that service failures can result in negative 
impacts.
Previous studies on service failures found customer dissatisfaction as a 
consequence of service failures to the customers (Parasuraman et al., 1985; Kelley 
et al., 1993; Swanson and Hsu, 2009). Ecoles and Durand (1998) contended that 
dissatisfied customers will tell about eight to ten people about the bad service they 
receive. Customers will tell five of their closest acquaintances about the way failures 
were recovered as opposed to only three people when they receive good service 
initially. Service failures yield monetary cost, psychological cost, emotional cost, 
inconvenience cost and time cost to the customers. These costs will eventually have 
an effect on a customer’s event memorability and patronage intention.
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Moreover, when a failure occurs, the customer will experience value loss, with the 
perceived value loss being moderated by the customer’s sensitivity to each type of 
failure (Zhu et al., 2004). Service failure can also result in the loss of economics (e.g. 
money, time) and/or social (e.g. status, esteem) resources for the customers. On the 
other hand. Hart et al., (1990) is in the opinion that service failure may not 
necessarily result in customer dissatisfaction as customers may accept that services 
do break down once in a while. This was supported by Feinberg et al., (1990) who 
concluded that it may not be the breakdown which leads to dissatisfaction, instead it 
is the recovery efforts made by the provider.
However, the cost of service failures can not only be seen through the customer’s but 
also from the service provider’s point of view. It is said that the consequences of 
service failure for the service provider includes negative word-of-mouth and customer 
defection (Johnston and Hewa, 1997; Keaveney, 1995); lost opportunities and 
grudges held by the customers (Johnston and Hewa, 1997), a decrease in customer 
loyalty and confidence (Boshoff, 1997; Kandampully, 2002), negative word-of-mouth 
behaviour (Richins, 1983; Bailey, 1994; Mattila, 2001; Kandampully, 2002), loss of 
revenue and increased costs (Armistead et al., 1995).
On the other hand, consequences of failure can also affect service employees apart 
from its influence on customer and providers. In another study, Bitner et al., (1994) 
mentioned that the consequences of failures towards employees could be a decline 
in employee morale and performance. Johnston and Hew (1997) further added that 
other consequences include lost of time, added job, stress factor and the “hassle” 
factor pertaining to dealing with the problem. Although a limited attempt has been 
made in identifying consequences of failures towards employees, it is believed that 
employees will perform tasks efficiently if they do not have to deal with failure 
incidents. Perhaps this area should be considered in future studies.
However, a notion made by Cranage (2004) suggested that service failure does not 
always mean losing customers but it is how the service provider carries out the 
recovery strategies which will influence the customer to stay loyal or not. Yet 
consequences of service failure are still imperative due to the increased competition 
in the ever changing marketplace and it is not the intention of this study to explore 
recovery strategies.
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2.4 Customer Satisfaction and Behavioural Intentions
Customer satisfaction, retention and relationships are crucial to the long term 
success of companies (Byrne et al., 1993). According to Ostrom and lacobucci 
(1995), customer satisfaction/ dissatisfaction (CS/D) is a relative judgment that takes 
into consideration both the qualities and the benefits obtained through a purchase as 
well as the costs and efforts borne by the customer to obtain that purchase. 
Parasuraman et al., (1994, p.121) posit satisfaction “to be a function of his or her 
assessment of service quality, product quality and price”.
According to Mittal et al., (1998), the goal of a customer-driven organisation is to 
maximise customer satisfaction through the products and services offered. The 
increased competition in service industries, compounded by the fact that breakdowns 
are bound to happen, make customers open for alternative options when consuming 
a service. Various researchers have indicated that the loyalty, retention and 
behavioural intention of existing customers are inextricably linked to customer 
satisfaction (Patterson and Spreng, 1997). Bitner et al. (1990) stated that the 
handling of service failures is a crucial component in customer satisfaction. Cranage 
(2004) and Michel (2001) proposed that customers are satisfied as long as service 
providers are able to meet or exceed their expectation.
2.5 Conclusion
It has been a prime importance for researchers and practitioners to focus on the 
factors that constitute service quality that results in customer satisfaction which leads 
to creating loyal customers due to the significant impacts outlined. Nonetheless, 
customer satisfaction would not have been attained if failures are to occur. Keaveney 
(1995) found that service failures and failed recoveries are a leading cause of 
customers switching providers. By critically identifying categories and causes of 
failures, service providers are better equipped to anticipate failures, hence removing 
dissatisfying encounters beforehand and thus creating a memorable positive 
experience.
The next chapter will evaluate other main theoretical concepts underlying the study, 
namely the zone of tolerance and acceptability concepts.
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CHAPTER THREE 
EXPECTATION, ZONE OF TOLERANCE 
AND ACCEPTABILITY
3.1 Introduction
This chapter will continue with the theoretical concepts underlying the study by 
bringing forward the literatures concerning expectations, levels of expectations and 
factors influencing expectations. It will also progress with the underlying focus of the 
study, that is the ‘zone of tolerance’ and acceptability concepts.
3.2 Expectations
Customer expectations have long been acknowledged in the literature as providing a 
basis upon which service quality and customer satisfaction judgements can be 
formed (Parasuraman et al., 1988). ZiethamI et al., (2006) proposed that customer 
expectations are beliefs about service delivery that serve as standards or reference 
points against which customer satisfaction is judged. According to the Gaps Model 
(Parasuraman et al., 1985; 1988; ZiethamI et al., 1998), customer assessments of 
service quality result from a comparison of service expectations with the actual 
performance. As customers are the final arbiter of quality (Lockwood, 1996), they 
have in mind an implied need, which then transforms into a series of expectations.
Whilst the importance of expectations has been acknowledged in the service quality 
(e.g. Gronroos, 1982) and customer satisfaction studies (e.g. Oliver 1993), there are 
still many issues concerning expectations which are still vague and remain 
unanswered. Importantly, does the term expectation refer to the “expected benefit of 
service/product” or “anticipated performance level”? It can be argued that it is, 
however, difficult to predict anticipated performance as services are more 
experience-oriented.
Expectation is argued to be viewed quite differently in the service quality and 
customer satisfaction perspective. However, it is said that expectations associated
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with service quality and customer satisfaction do interact (Oliver, 1993; ZeithamI et 
al, 1993). Knowing what customers expect is crucial in delivering quality service 
(Johnston and Clark, 2005; ZiethamI et al., 2006). The expectation debate continues 
to be of much concern as it is argued that customer expectation of what constitutes a 
good service varies from one individual to another, one business to another and one 
encounter to another (Lovelock, 2001).
Customers evaluate quality by comparing expectations with their perception of the 
service performance. Understanding customer expectation is essential in managing 
any operations management due to the following (Johnston and Clark, 2005, p. 106):
• To create a detailed service specification in line with the service concept
• To design and deliver the appropriate service at the appropriate cost
• To encourage marketers to try to influence a customer’s prior expectations so 
that expectations can be met
• To manage and manipulate a customer’s perception during the service to 
achieve the desired level of satisfaction
Parasuraman et al., (1991) gave rise to the notion that customer expectation can be 
categorised into five dimensions — reliability, tangibles, responsiveness, assurance 
and empathy. Reliability is associated with service outcome while the remaining 
dimensions are concerned with service process. Whilst associated with core service, 
the service outcome dimension is regarded as only meeting customer expectation as 
compared to the service process dimension where it exceeds customer expectations. 
Therefore, it can be said that the service process is the key to exceeding customer 
expectations, as knowing what the customers expect is critical, specifically in the 
ever-demanding service industry.
It is widely accepted that disconfirmation theory is probably the most acknowledged 
description of the comparison process, where expectation is identified as a standard 
for evaluating perceived performance (Woodruff et al., 1991). Liljander and Strandvik 
(1993) addressed the issues of expectation by observing that the meaning is not 
always made clear to the readers and different authors have different interpretations 
of what expectation actually is. This study is intended to address one of the 
expectation issues by concentrating on the concept of zone of tolerance, which is
57
Noor Azimin Zainol_______________________________________ Chapter S: Expectation, ZOT and Acceptability
bounded by two levels of expectation -  desired expectation and adequate 
expectation.
3.3 Levels of Expectations
Expectation issue has remained a debate among scholars in the service quality and 
customer satisfaction areas. Literatures on expectation have argued that there are a 
number of expectation levels that exist which form a conceptual base on how 
customers perceive a service performance (Miller, 1977; Teas, 1993; Parasuraman 
et al., 1993; Johnston, 1995; ZiethamI et al., 2006).
Among the issues to be explored in customer expectation is what types of 
expectation standards customers have in each service offering. Furthermore, what 
influences a customer’s expectations of each service offering? How do these 
expectation levels affect the outcome of service experience? This is further 
complicated by the fact that customer expectation is dynamic and it can change over 
time and could change from one service encounter to the next for the same customer 
(Parasuraman et al., 1993).
It is agreed that customers hold different types of expectations regarding service. 
Several authors have envisaged several types of expectations regarding anticipated 
performance levels and the one often used is a continuum along which different 
possible types of service expectations are portrayed from high expectations (ideal or 
desired expectations) to low (minimum tolerable expectations) (Miller, 1977; Teas, 
1993; Johnston, 1995; Johnston and Clark, 2005; ZiethamI et al., 2006). The 
customer will usually assess service performance based on these continuum 
standard service expectations.
Other academics have portrayed expectations to be divided into three components 
(Berry and Parasuraman, 1991; Johnston and Clark, 2005; Lovelock, 2001; ZiethamI 
et al., 2006). The first component is the desired service which means the type of 
service the customers hoped to receive (a wished for level of service) or also 
identified as “can be” or “should be”. The second component is the adequate service, 
which means the minimum level of service the customers expect to receive without 
being dissatisfied or what the service “will be” or reflects what the customers believe 
ought to be (Gronroos, 2001).
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Whilst still considering the desired level and minimum tolerable level (although being 
used interchangeably with adequate service) as proposed by Miller (1977); Teas 
(1993); Johnston (1995) and ZiethamI et al, (2006), they have brought forward a 
third component of service level. This is the predicted service that is the level of 
service customers anticipate to receive or think likely they will get. The predicted 
service will somehow influence the adequate service. For example, if good service is 
predicted, the adequate level will be higher and vice versa.
A more adopted approach is by applying Parasuraman et al.’s (1993) more simplified 
service expectation dimension. Parasuraman et al., (1993) have suggested that 
customer service expectation is dual-levelled which is bounded by desired service in 
the upper level and adequate service in the lower level. Miller (1977) also suggested 
that different individuals might use one type of expectation or another in evaluating 
service performance. Miller (1977) argues the notion that providing service 
performance at the minimum tolerable expectation will not be acceptable and does 
not ensure satisfaction. This is in contrast to Parasuraman et al., (1993) where the 
adequate service is a minimum level of service that a customer is willing to accept 
and still results in satisfaction.
Johnston (1995) goes on to suggest that customers who enter the service process 
with their predetermined expectations can exit with three possible outcomes -  a more 
than acceptable, acceptable or unacceptable outcome. The ‘more than acceptable’ 
outcome refers to service performance which delights the customers by exceeding 
their expectations, while the ‘unacceptable outcome’ relates to performance which is 
below expectations and hence dissatisfying. The ‘acceptable outcome’ means that, 
although the service may not be a perfect fit to expectations in all respects, 
customers are willing to accept these variations within a specified range of 
performance whilst still being satisfied with the outcome. This zone of acceptable 
outcome is referred to as the zone of tolerance.
Thus, it is crucial to understand customers’ level of expectations in order to design 
and deliver appropriate levels of quality according to customer expectations. 
Managing expectation is essential to keep service performance at the right level so 
that satisfaction can be met according to the expectations. Anticipating customer 
expectations will better prepare service operations manager to develop service 
processes which could be tailored to satisfy these encounters. Some academics
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have also forwarded the notion of expectations management as a new area to be 
looked into in future studies (Ojasalo, 2001; Robledo, 2001).
Whilst it is not the intention of this study to dwell and concentrate on the expectation 
theory, it does take account a part of the expectation issue in terms of understanding 
and exploring what individuals perceive as acceptable and unacceptable, especially 
in the issue under study -  the factors being attributed towards service failures.
3.4Factors Influencing Expectations
As discussed, different customers hold different levels of expectations for service 
performance. Due to its importance in customers’ evaluation of service performance, 
it would be a crucial discussion to consider how customer expectation is formed.
Several attempts have been made in determining factors influencing expectations. 
One notion is that expectations are formed based on service quality factors. Johnston 
(1995) and Silvestro and Johnston (1990) has derived 18 service quality factors 
which shapes expectations and need to be delivered at some specified level. They 
are known as access, aesthetic, attentiveness/ helpfulness, availability, care, 
cleanliness/tidiness, comfort, commitment, competence, courtesy, flexibility, 
friendliness, functionality, integrity, reliability, responsiveness and security. However, 
there has been a limited number of follow-up studies concerning this matter.
Besides service quality factors, other factors influencing expectations are past 
experience, word of mouth, price, promotion and personal needs (Lovelock, 2001; 
Robledo, 2001; Zeithmal et al., 1993), formal recommendations and corporate image 
(Robledo, 2001) and a customer’s mood, attitude, confidence and alternative service 
(Lovelock, 2001). Based on this combination of factors, customers will have in mind 
the desired level of service and the adequate level of service when it is delivered to 
them.
These factors will affect how customers will evaluate a service - whether it goes 
beyond or below their expectations. Service that goes below expectations is 
considered a failure. Fitzsimmons and Fitzsimmons (2006) agree with the authors 
above by adding that the expectation is influenced by price, alternative service 
available, marketing, a customer’s mood and attitude and confidence, in addition to 
past experience and word-of-mouth. While agreeing that customer expectation is
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formed by advertising, prior experience, personal needs and provider image, Michel
(2001) and Ahmad (2002) concur that failures will occur when expectations are not 
met. Lovelock (2001) added that supplier-controlled factors including physical 
appearance of facility and news stories are also factors forming expectations in 
customers’ mind. She further added that not only does expectation vary from one 
encounter to another, but it may also vary within demographic groups and from 
culture/country to country. Nonetheless, empirical study on this issue is very limited.
In this study, the expectations components applied are dual-levelled, namely desired 
service and adequate service. Similarly, these components are attributed to various 
factors. Factors influencing desired service expectations are lasting service 
intensifiers and personal needs (ZeithamI et al., 2006). Parasuraman et al., (1985) 
agreed that personal needs is a factor influencing desired service expectation, 
however, they added past experience and word-of-mouth as other factors. Looking 
further into personal needs, some customers are more demanding than others, thus 
have higher expectations of service.
On the other hand, factors influencing adequate service expectations are temporary 
service intensifiers, perceived service alternatives, self-perceived service role, 
situational factors and predicted service (ZeithamI et al., 2006). Factors influencing 
desired and predicted service expectations are explicit service promises, implicit 
service promises, word-of-mouth and past experience (ZeithamI et al., 2006).
3.5 Exploring the Zone of Tolerance
One concept that does emerge from the expectations literatures is that of the ‘zone of 
tolerance’. The concept of the zone of tolerance has been cited in the service quality 
and customer satisfaction literatures over the past few decades to model the 
relationship between different expectation levels (Berry and Parasuraman, 1991; 
Parasuraman et al., 1991; ZeithamI et al., 1993). The zone of tolerance is based on 
the assumption that customers recognise and are willing to accept a degree of 
variability in service quality which will still result in satisfaction (Johnston, 1995; 
Liljander & Strandvik, 1993, Parasuraman et al., 1991; ZeithamI et al., 1993). The 
concept represents both a range of expectations and an area of acceptable 
outcomes in service encounters (Johnston, 1995; Gwynne et al., 2000; Nadiri, et al., 
2009).
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Gronroos (2001) indicated that the zone of tolerance assumes that customers do not 
have expectations of a service attribute at only one given level. Although the zone of 
tolerance concept is acknowledged as an important issue in the service quality and 
customer satisfaction context, it has remained under-researched. Only a handful of 
studies concerning the zone of tolerance in connection with service quality concepts 
exist (Allard et al. 2003; Caruana et al., 2000; Cavana and Corbett, 2007;
DeCarvalho and Leite, 1999; Lobo et al., 2007; Nadiri et al., 2009; Yap and 
Sweeney, 2007). Limited attempts have been made to assess the customers’ 
evaluation of service encounters in relation to the zone of tolerance concept paying 
particular attention to individual acceptability, let alone within a hospitality industry 
context.
The most generally accepted notion of the zone of tolerance in the service quality 
area is the recognition that it falls between two expectation standards - the desired 
service level and the adequate service level (Berry and Parasuraman, 1991 ;
Lovelock, 2001; ZeithamI et al., 1993). As mentioned, desired service is defined as a 
blend of what ‘can’ and ‘should’ be provided. Adequate service is defined as the 
minimum level of service performance a customer considers to be acceptable 
(Parasuraman et al., 1994).
If a service is delivered above the desired service level then the customer will be 
satisfied, if not delighted, whereas if a performance falls below the adequate level of 
expectation, customers might be frustrated and dissatisfied. A satisfied customer will 
almost always strengthen loyalty to a service, whilst a dissatisfied customer will 
decrease his/her loyalty (Nadiri et al., 2009). If the service performance is within the 
range of the zone of tolerance and considered acceptable, then customers will be 
satisfied (Berry and Parasuraman, 1991; Parasuraman et al., 1994; Lovelock, 2001). 
It is agreed that desired service level is relatively stable while the adequate service 
levels tend to move up and own according to a customer’s situations and needs 
(Parasuraman et al., 1991; ZeithamI et al., 1993).
Figure 3.1 below shows the illustration of the zone of tolerance concept as viewed by 
Parasuraman et al., (1991). What is of interest here is the point where service is 
unacceptable by customers, that is, going below adequate service level expectation. 
It is, however, dubious as to what actually is desired service, being something set as 
the upper limit of the concept. It is accepted and understood that customers 
requesting a service normally evaluate it based on what is expected and when
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expectations are met, customers are satisfied. It is the point where things are not 
meeting expectation that is of focal concern here, where the objective of meeting 
quality service is tarnished.
Figure 3.1: The Zone of Tolerance Concept
Adequate Desired
Zone of Tolerance
Low High
Service level expectation 
Source: Parasuraman et al., (1991)
Predicted expectation level is what the customer forecasts the service should be. 
Predicted expectation level affects the adequate levels of expectations where, if a 
customer predicts good service, the adequate expectation level is likely to be higher 
than if they predict poor service. This, in fact, has an effect on the width of the zone 
of tolerance: the wider the width, the more tolerant the customers are with the service 
and organisations have more scope in managing their services. However, different 
customer poses different zones of tolerance depending on the service they encounter 
or consume (Zainol and Lockwood, 2008; 2009). Zone of tolerance also depends on 
whether the service is critical or severe to the customer or, in other words, different 
service attributes affects zone of tolerance. For example, the more critical or 
important the attribute, the narrower the zone of tolerance would be.
However, although achieving customer satisfaction is the ultimate goal in each 
service transaction, this is not an ideal case for some of the transactions. It is 
expected that there will be a tipping point where customers are no longer tolerant and 
where the service is below expectation and there is a realization of service failure 
and consequent customer dissatisfaction. There are also some suggestions that 
different customers will have different zones of tolerance in different service 
situations (Parasuraman et al., 1991; ZeithamI et al., 2006, Zainol and Lockwood, 
2008; 2009).
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A service problem might mean different things to different people. One failure can be 
a severe failure to one individual while it might be an insignificant case to another. 
Not all customers will perceive something as a failure due to the influence that the 
zone of tolerance plays (Sparks, 2001). Sparks (2001) also added that different 
customers have different zones of tolerance at both lower and upper limits. For 
example, differences at the lower limit will mean that service that meets some 
customers' expectation will be deemed to have ‘failed’ by others. Berry and 
Parasuraman (1991) also propose that customers’ zone of tolerance typically shrinks 
with their adequate and desired levels rise when faced with a service problem. It can 
also be argued that the criticality and severity of service failures (Kelly and Davis, 
1994; Ostrom and lacobucci, 1995; Webster and Sundaram, 1998; Michel, 2001; 
Cranage, 2004) can influence customers’ tolerance zone regarding the service 
delivered. Michel (2001) also added that price and situational factors also influence 
individual zone of tolerance.
The inherent nature of services not only makes consistent service delivery difficult 
but also means that customers’ views may vary between individual service 
customers and from transaction to transaction for the same customer (Gilbert and 
Gao, 2005). As services are heterogenous (in that the services may vary across 
providers, across employees from the same provider and the same service 
employees) customers are willing to accept the variability of service offerings. Some 
customers may have a narrow zone of tolerance, requiring a more consistent level of 
service from providers, whereas other customers may tolerate a greater range of 
service performance.
According to ZeithamI et al., (2006), the zone of tolerance might expand or contract 
for an individual customer depending on factors such as price, competition or specific 
service attributes. It is suggested that the more critical or important the service 
attribute, the narrower the zone of tolerance would be and vice versa. A perfectionist 
for example, will require the service to be timely and accurate at all times and so 
have a higher level of lower limit of their tolerance zone while a more relaxed person 
might have a lower level of lower limit of their tolerance zone which could accept a 
few minutes delay in the delivery of the main course, for example, as being perfectly 
acceptable.
Furthermore, Johnston (1995) also raised the notion that a failure in a single element 
of the service encounter may add a negative score towards the overall service
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experience. In addition, an initial service failure may also sensitize customers to more 
negative perceptions in upcoming service elements, resulting in a narrower zone of 
tolerance. A failure in one transaction may raise the dissatisfaction threshold and the 
following problems could be seen as a possible failure, which could have been 
accepted if there was no failure beforehand. This in turn, most probably might effect 
the overall dissatisfaction or satisfaction with the provider. It is the contention of this 
study to investigate further on this notion as it has remained conceptual, as reflected 
in the third objective of the study.
Exploring another perception, customers often feel distrust and intolerance due to 
broken promises, inflated service claims and insufficient care. These factors are 
connected to reliability of the service. Reliability is also considered as the service 
‘core’ and related to the outcome dimension of service. Due to its importance, it can 
be concluded that the zone of tolerance for the outcome dimension of reliability is 
likely to be narrower and the boundaries defining the zone will be higher (Berry and 
Parasuraman, 1991). Again, the reliability factor is the most influential factor in the 
service delivery. Parasuraman et al., (1991) emphasized the reliability feature in 
service operations and design and the importance of doing it right the first time to 
manage customer expectations.
While it can be assumed that individuals accept a degree of variability in the service 
offering through the zone of tolerance mechanism, it would be interesting to explore 
the dynamic fluctuations of the zone of tolerance during the service delivery process 
in order to become aware of the tipping point where failure actually starts. However, 
to date, there has been little published work considering this issue (Johnston, 1995).
It can be said that when service problems occur, different individuals have different 
acceptance levels in terms of their zone of tolerance regarding the particular event. It 
is suggested that acceptability of a service problem is influenced by diverse factors 
which depend on individual judgement. Identifying the factors that influence customer 
behaviour in making a decision on what is acceptable or not are some areas that 
need to be addressed further.
According to Michel (2001), customers may perceive a service event differently, that 
is, an event being a failure even though all necessary procedures and blueprints 
have been followed or, conversely, a deviation from the blueprint might not be 
regarded as a failure. Coverly et al., (2002) then added that service failures only 
occur when it is perceived as such by the customers. It is suggested that these
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perceived differences are the result of attracting the wrong customers (Jones and 
Sasser, 1995) or could be due to cultural differences or poorly designed blueprints 
(Coverly et al., 2002). However, the acceptability of service problems by different 
individuals is an area which is still inadequately researched.
3.6 Acceptability of Failures
Customer expectations play a major role in evaluating a service failure. It is accepted 
that meeting or exceeding service expectation will result in satisfaction (Cranage, 
2004; Michel, 2001) while having service failure will lead to dissatisfaction (Michel, 
2001). Different people see different things differently. Some might regard something 
as a failure while it might not be regarded as a failure by someone else. Perceived 
acceptability of failure is said to have a significant impact on satisfaction and loyalty 
and so the moment of truth should be taken seriously (Michel, 2004). An initial failure 
in an early experience may raise the adequate threshold up and the following 
encounters are prone to become failures. Consequently, this will have an effect on 
overall satisfaction and quality.
Several authors have contended that the acceptability of service failures depend on 
the criticality of service provided and the magnitude of failure (Hoffman et al., 1995; 
Levesque and McDougall, 2000; Ostrom and lacobucci, 1995; Smith et al, 1998; 
Webster and Sundaram, 1998; Michel, 2001). If failure acceptability is lower, then 
satisfaction with service will also be lower (Hoffman et al., 1995; Lewis and 
Spyrakoupulous, 1997; Smith et al., 1998). It can be stated that failures will be only 
regarded as a failure when it is perceived to be a failure. Again, the concept of 
acceptability of failure lies in the hands of the individual perceiving the failure at the 
point of time. Perception of failure is also influenced by the expectation formed by 
advertising, prior experience, personal needs and provider image (Michel, 2001; 
Ahmad, 2002).
To date, only two studies have empirically touched on the acceptability concept. Both 
were done in the banking context. While suggesting that the acceptability of service 
failure is dependent on the criticality and severity of failure, Michel (2001) did not 
mention any other constructs that contributed to the acceptability of failures. It is the 
contention of this study to bring forward other constructs deemed influential in 
attributing to the acceptability of service problems as well as analysing the criticality 
and severity constructs.
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In a later study, Michel (2004) brought forward the concept of acceptability of service 
failures and related it to the concept of zone of tolerance. He reported that most 
customers perceive minor failures as acceptable, as long as they do not go below the 
level of their adequate service expectation. Perceived acceptability of failure is stated 
as having a significant impact on customer satisfaction and word-of-mouth 
recommendation. However, no study has been done in the hospitality context, which 
could be interesting as it involves numerous service events in a whole service 
experience. As service failure is industry specific, as different industries post different 
failures, acceptability of failure also differs in accordance to each process with an 
industry or company (Michel (2001).
Furthermore, Michel (2004) has developed a service failure pyramid by recognizing 
the concept of acceptability of failures and the zone of tolerance. The pyramid of 
service failures consists of three types of acceptability measures with different 
frequency, impact and employing different strategies. It is proposed that acceptable 
failures have an impact on transaction satisfaction. Furthermore, it can be regarded 
to position in the ZOT range. On the contrary, customers choosing “absolutely 
unacceptable failures” are more dissatisfied, which leads to negative word of mouth.
Pyramid of service failures Frequency Impact Strategy
Optimise 
cost/ benefit 
ratio
High
frequency
Minor
impactAcceptable failures
Avoid and 
recover
Medium
impact
Low
frequencyUnacceptable failures
Absolutely
unacceptable
failures
Very low 
frequency
Major
impact
Avoid
Figure 3.2: Service failure pyramid (source: Michel, 2004)
67
Noor Azimin Zainol_______________________________________ Chapter 3: Expectation, ZO T and Accevtabilitv
Everyone knows from everyday experience that service failures do happen once in a 
while. Some companies are more likely to produce error-free services than others, 
and even within companies, the failure frequencies vary from department to 
department, from employee to employee. It is also clear that the consequences of 
service failures cover a wide continuum, ranging from the case where no harm is 
done at all, e.g. the address is spelt wrong but the statement arrives nevertheless, to 
cases with fatal outcomes, e.g. a plane crash or surgery where the patient does not 
survive.
Since errors and failures sometimes do take place in service businesses, it can be 
assumed that most customers perceive minor failures and problems as ‘acceptable’ 
and within their zone of tolerance. They know that things can go wrong and that their 
adequate performance expectations are not always met. However, customers also 
have expectations about what errors are likely to occur and what failures should not 
be expected if the service provider’s employees do a thorough job.
3.7 Conclusion
It can be said that service failure can be regarded as a disconfirmation of service 
expectations. However, the acknowledgement of something being a failure is argued 
as an under-researched area. The issue of acceptability of failure from different 
perspectives is yet to be explored.
To fully understand and retain their customers, organizations must understand what 
customers expect in every service delivery so that service failure could be avoided 
(ZeithamI and Bitner, 2003) thus providing the services which meet these 
expectations at all times. If meeting adequate customer expectation is enough to 
make the customers feel satisfied, it is probably more practical in the long term, 
rather than delighting customers in the first place, which will evoke higher 
expectations in future encounters.
It is the study’s contention that the acceptability of service problems based on factors 
attributing customer acceptability will lead to the customer being satisfied and thus 
create favourable behavioural intentions such as customer retention and positive 
word-of-mouth. In contrast, the unacceptability of service problems will lead to
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identification of service failures which will then be followed by the customer being 
dissatisfied and thus lead to negative behavioural intention.
The unacceptability issue is no doubt an under-researched area and an interesting 
issue to be explored. Hence, this study will bring forward the factors that influence an 
individual’s acceptability of service problems, in order to determine what contributes 
to things being seen as a failure, from a resort hotel customer’s perspective.
The remaining chapters will dwell on the development of the research approach for 
the study. As both the zone of tolerance and acceptability concepts are under­
researched and remained conceptual in nature, a preliminary study was conducted 
initially, to gather some insights of the research idea to be investigated. The 
preliminary study and its results are reported in the following chapter.
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CHAPTER FOUR 
DEVELOPMENT OF RESEARCH APPROACH -  
PRELIMINARY STUDY
4.1 Introduction
In general, this chapter explains the development of the research approach which will 
then lead to the methodological approach employed in this study. To reiterate, this 
study intends to explore the current understanding of the nature of failure in relation 
to an individual’s zone of tolerance. As there is no complete conceptualisation of 
what is actually meant by service failure and its interconnection to a zone of 
tolerance, a preliminary study was conducted with the intention of obtaining initial 
insights and also to surface some of the key issues on the conceptual underpinnings 
of the study.
This chapter has been divided into eight parts. This introductory part outlines the 
sections to be covered in the chapter. The second part highlights the details of the 
preliminary study, which consists of the research instrument design, how the study 
was conducted, the result, analysis and discussion of the study. Following the results 
generated in the preliminary study, a proposed conceptual framework is forwarded to 
be tested in the main study and this is appraised in the third part. Next, the research 
questions and objectives are reiterated before the main study can be conducted. This 
is followed by a discussion on the research philosophy and highlights the research 
design adopted to underlie the proposed main study. The last section reports on the 
conclusion of this chapter.
4.2 The Preliminary Study
Due to the limited research in the area of service failure in relation to the zone of 
tolerance, this study is regarded as exploratory in nature. Since it is exploratory, it is 
decided that a preliminary study is conducted to offer some insight into both areas, 
as this has not been tapped beforehand. In particular, the preliminary study is 
designed as a setting to explore current understanding of the nature of an individual’s
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zone of tolerance and what is considered acceptable and unacceptable service 
(failure). The restaurant industry is chosen as a base for this exploratory study as 
more and more people dine out every day and it is also regarded as an interesting 
and appropriate context for a study of this nature. A point to consider here is that the 
purpose of this preliminary study is to get some insights of the proposed conceptual 
underpinnings and not to generalise, therefore the sampling issue does not justify for 
generalisation.
The basis upon which failures have been described relates to the principle of 
disconfirmation against expectations. It is suggested that customers will accept a 
degree of variability in service delivery which falls within their zone of tolerance and 
will still result in satisfaction (Parasuraman et al., 1991; ZeithamI et al., 1993). 
However, it is expected that there will be a tipping point where customers are no 
longer tolerant and where the service is below expectation and there is a realization 
of service failure and consequent customer dissatisfaction. There are also some 
suggestions that different customers will have different zones of tolerance in different 
service situations (Parasuraman et al., 1991; ZeithamI et al., 2006, Zainol and 
Lockwood, 2008; 2009).
Therefore, the purpose of the preliminary study was to explore the individual’s ZOT 
through perceptions of service encounters in a context of a simple restaurant 
operation especially when service failures are bound to occur. The restaurant service 
encounter is operationalised in this study as a series of separate interactions 
between service providers and customers that will add up to the overall experience. It 
was hoped that this study could offer initial empirical support for the zone of tolerance 
concept, that has been largely theoretical, in addition to highlighting some interesting 
issues for consideration in the largely under-researched area of service failure.
Therefore, the first objective of the preliminary study was to identify the customer’s 
degree of variability when dealing with positive and negative encounters. The second 
objective was to identify whether customers share the same agreement and 
disagreements on the elements of the service encounter experience. The third 
objective was to discover whether there is any relationship between the perceptions 
of these negative and positive encounters. Lastly, the fourth objective was to 
examine whether there is any difference between groups in terms of the service 
encountered.
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To explore the practicality of the study, it was decided that the exploratory study be 
conducted as a workshop exercise via a simulated restaurant experience workshop 
in the hospitality and food subject group in the Hospitality and Food Management 
Group at the University of Surrey, which consists of academic staff and PhD 
students. A total of 14 staff and students participated in the preliminary workshop. 
Although it is recognised that the small sample is a limitation of the study, it is 
deemed appropriate at this initial exploratory stage.
4.2.1 Research instrument design
So far, studies investigating the zones of tolerance concept have used surveys as a 
means of data collection (Gilbert and Gao, 2005; Nadiri and Hussain, 2005;
Durvasula et al., 2006; Yap and Sweeney, 2007). Other methods used for data 
collection in other studies were telephone interviews (Michel, 2004), scenario based 
studies (Teas and DeCarlo, 2004) and cluster analysis (Gwynne et al., 2000). It is 
evident from this review that there is as yet no single acknowledged best method of 
investigation and indeed, as the previous work is somewhat limited, the approach 
adopted here is considered exploratory.
The instrument used in the workshop was designed to elicit participants’ perceptions 
of different steps in a simulated restaurant experience based on similar experiences 
they may have had recently in a mid-priced restaurant operation. The different steps 
followed the customer’s journey through a typical meal experience based on the 
researchers’ experience. Each step was described as a specific service encounter 
which had a researcher-predetermined positive or negative connotation.
There were a total of eleven positive statements and nine negative statements given 
to the customers to encapsulate the dining experience. The respondents were asked 
to answer the statements based on a scale of 1 to 10, being “1 - negative” to “10 - 
positive”. At the end, respondents were also asked to rate their overall response to 
this dining experience from the scale of 1 to 10, being “1 - not satisfied” to “10 - 
satisfied”.
The instrument was piloted with expert colleagues in this area to check for the face 
validity and wording of the statements. These statements were modified based on 
the comments received. The lists of statements used are provided in the Appendix 1.
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4.2.2 The Workshop
The workshop was divided into three consecutive parts. The first part of the 
workshop was based on the instrument described above, which respondents were to 
answer individually. Asking respondents to picture themselves in a mid-priced 
restaurant that they might have visited in the last few months, they were then given 
the instrument and asked to respond directly to this scenario. A total of 21 statements 
were being asked with 20 statements encompassing positive and negative 
statements and the final statement regarding their overall perception of the whole 
experience.
The second part of the workshop asked the respondents to form groups of three or 
four and discuss their individual answers in a group. This resulted in two groups of 
four members and another two groups of three members. Discussion paid particular 
attention to the similarities and discrepancies between individual responses to each 
prompt. The statements receiving most agreement and disagreement were noted on 
a flipchart for presentation and discussion.
The third part of the exercise was the presentation of each group’s findings on the 
above, and possible reasons for the differences were discussed. The data collected 
from the respondents were then transferred, coded and analysed using Statistical 
Package for Social Science (SPSS version 12.0).
4.2.3 Results of the Workshop
The following section will describe the analysis done on the result gathered during 
the preliminary study. It is divided into five sub-sections -  the first being the 
descriptive statistics, followed by a box-plot analysis. Later, an analysis of the 
agreement and disagreement of respondents’ answers is highlighted, followed by a 
correlation analysis and an analysis of group differences using a t-test. A preliminary 
description of the code words is given in Appendix 2.
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Descriptive statistics
The table below provides the descriptive statistics for each statement and also shows 
the predetermined status (positive or negative) of each statement. The list is 
arranged in descending order of score on the scale from 10 positive to 1 negative.
Table 4.1: Descriptive statistics of preliminary study
Item N Min Max Mean
Std.
Deviation
Predetermined
Positive/negative
Chocolate 14 7 10 8.57 .938 Positive
Main course 14 6 9 8.00 .961 Positive
Olives 14 6 9 7.50 .855 Positive
Toilet 14 5 10 7.36 1.447 Positive
Five minutes 14 5 9 7.36 1.393 Positive
Booking 14 4 8 6.86 1.406 Positive
Decor 14 5 8 6.86 .864 Positive
Water 14 4 10 6.57 1.869 Positive
Farewell 14 1 10 5.93 2.269 Positive
Table 14 1 9 5.86 1.875 Positive
Menu 14 1 8 5.29 2.128 Positive
Starter 14 2 8 5.00 1.710 Negative
Entrance 14 2 7 4.36 1.646 Negative
Noise 14 2 7 4.29 1.684 Negative
Bill 14 1 7 3.93 1.639 Negative
Black pepper 14 2 6 3.57 1.399 Negative
Service charge 14 1 6 3.36 1.985 Negative
Wrong starter 14 1 5 2.71 1.490 Negative
Abrupt 14 1 6 2.50 1.557 Negative
Wine 14 1 7 1.93 1.774 Negative
Overall 14 3 8 5.36 1.598 Positive
From the results in Table 4.1, as expected, the predetermined positive statements 
are seen to receive higher mean scores while the predetermined negative statements 
receive lower means. ‘Chocolates’ have the highest mean (8.57) with minimum value 
of 7 and maximum value of 10 which has also resulted in a low standard deviation 
(0.938). This is followed by ‘main course’ with mean 8 and a slight higher standard
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deviation compared to ‘chocolate’ (0.961). The lowest mean comes from ‘wine’ (1.93) 
followed by ‘abrupt service’ (2.5) and ‘wrong starter’ (2.71).
The lowest standard deviation is from ‘olives’ (0.855) followed by ‘décor’ (0.864) and 
‘chocolate’ (0.938) while the highest standard deviation are from ‘farewell’ (2.269), 
‘menu’ (2.218) and ‘service charge’ (1.985). The value ranges for the positive 
outcomes are seen smaller as compared to range for negative outcomes. ‘Entrance’ 
has slightly higher means (4.36) as compared to ‘noise’ (4.29) but standard deviation 
for ‘noise’ is slightly higher than entrance.
On the overall dining experience, respondents rated in the middle (mean 5.36).
Two respondents rated 3 in minimum score while 1 respondent rated maximum 8 as 
being delighted despite having a few hiccups in the overall service process. The only 
positively determined item to receive a negative score (i.e. below the cut-off point of 
5.5) is the item ‘menu’. This related to the waiter informing the guests that two items 
on the printed menu were not available that evening. With a mean of 5.29 and a 
standard deviation of 2.128, this item would seem to be perceived as negative by the 
group as a whole but with limited consistency of opinion. Apart from this item, the 
predetermined classification of the items has been supported.
Box plot
A box plot analysis was done to convey graphically the structure of the data in terms 
of the amount of variability, especially when comparing several statements 
simultaneously. Figure 4.1 below shows the spread of the individual positive and 
negative encounter scores group by their predetermined classification while also 
being organised in descending order of the means of the individual encounters, 
represented by the line across the inter-quartile range.
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Figure 4.1 : Box plot of encounter scores
Negative items
Positive items
D
The box plot highlights some interesting patterns in the data. The items 
predetermined as positive have scored, with a single exception, above the mid-point, 
in the scale of 5.5. Indeed, the mean of all these items is just over 6.9 with a standard 
deviation of 1.45. The corresponding data for the negative items was 3.5 and 1.65.
As expected the means fit clearly with the predetermined classification. The picture in 
relation to the level of agreement amongst the sample about the scores for the items 
is less clear.
It would appear that the standard deviation for the positive items is lower than that for 
the negative items. This would suggest more agreement about things going right and 
less agreement about things going wrong. In other words, while people seem to be 
able to agree about what constitutes a good service experience, there is less 
consensus about when an element of that experience would be seen as bad or when 
a failure has occurred.
However, a closer inspection of the positive items shows considerable discrepancy 
with some items, such as ‘olives’, ‘décor’, ‘chocolates’ and main course, having a 
standard deviation of less than 1 and others, such as ‘water’, ‘table, ‘menu’ and 
‘farewell’, having a standard deviation over 1.8 -  higher than any of the negatively 
classified items. The evidence therefore is inconclusive as to the nature of the 
tolerance levels for different service situations and needs further clarification.
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Agreement and disagreement
In order to explore the issues of agreement and disagreement, the participants were 
divided into four groups of three or four and asked to identify among their members 
which items gained the most agreement and which the most disagreement.
Overall, respondents generally agreed on 10 statements, of which seven were 
positive statements and three were negative statements. Three groups confirmed 
their agreement on ‘chocolates’, ‘olives’, and the presentation of the main course, 
which were all positive items. Two out of the four groups agree on abrupt staff as a 
negative item. The other statements where the groups felt they had similar ratings 
were: sitting near the entrance; booking; incorrect bill; décor; toilet and pleasant 
farewell.
On the other hand, there were 11 statements that showed limited agreement 
between the respondents. Seven were negative statements while four were positive 
statements. The positive statements were: being given free water; the menu issue; 
the farewell and chocolates. Negative statements were: slow bill delivery; wrong 
starter delivered; service charge added; black pepper problems; being directed to a 
table near the entrance; the incorrect bill and the starter arriving after 15 minutes.
Correlation
The relationships between all statements were investigated using Pearson product- 
moment correlation coefficient. When looking at the negative statements, at the 99% 
level of significance, there was a strong correlation between ‘noise’ and ‘black 
pepper’ (0.8730); ‘noise’ and ‘abrupt staff’ (0.763); ‘wine’ added to the bill and ‘abrupt 
staff’ (0.822) and ‘starter’ and ‘abrupt staff (0.708), while at the 95% level there was 
a significant correlation between the starter arriving in fifteen minutes and noise 
(0.641); starter arriving in fifteen minutes and wine added to bill (0.634) and between 
noise and the slow bill (0.621).
When looking at the positive statements, at the 99% level, there was a strong 
correlation between ‘water’ and ‘olives’ (0.818); ‘toilet’ and ‘main course’ (0.664) and 
‘water’ and ‘chocolate’ (0.633), while at the 95% level the correlations were between 
‘water’ and ‘chocolate’ (0.633); ‘table’ and ‘menu’ (0.628) and ‘décor’ and ‘olives’ 
(0.625).
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When looking at the correlation between positive statements and negative 
statements, at the 99% level the only significant result was between entrance and 
water (-0.804), while at the 95% level they were between table and menu (-0.628); 
table and five minutes (-.539) and service charge and overall performance (-0.636).
T-test
In order to test whether there was a difference between those participants seeing the 
overall experience as positive and those seeing it as negative, the group was split 
into two based on the overall score. There were seven people placed in the “bad 
overall” group and seven people in the “good overall” group. An independent sample 
t-test was carried out to test whether there was a significant difference for the two 
groups in relation to each of the statements.
The result showed that there were only three statistically significant differences in 
scores for the statements, namely ‘service charge’, ‘toilet’ and ‘water’. The results for 
service charge showed a mean for the ‘good’ group of 4.86 (SD=0.90) and for the 
bad group of 1.86 (SD= 1.57). This difference was significant at the 99% level. The 
corresponding scores for ‘toilet’ were 8.14 (SD=1.215) and 6.57 (SD= 1.27) at the 
95% confidence level. For ‘water’ the scores were 7.57 (SD=1.51) and 5.57 (SD=
1.72) again at the 95% level.
A series of analyses were done on the data. This includes the descriptive statistics, 
box plot analysis, correlation and t-test analysis. The findings described in the 
preliminary study are based largely on the results of the first part of the workshop but 
interpretation has been informed by the subsequent discussions.
4.2.4 Analysis and Discussion
It can be seen that a number of interesting issues are raised from this preliminary 
study. From the descriptive table, in general, the positive encounters show higher 
means whereas the negative encounters show lower means, supporting the 
researchers’ initial classification of the items. The only potentially misclassified item 
was concerned with the presentation of the menu and the fact that two menu items 
were not available. There is definitely a feel of glass half empty or glass half full here.
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When looking at the standard deviations, however, the positive items showed a 
narrower range of scores than the negative items. The participants in this study were 
in closer agreement about the scoring of the positive items and were in less 
agreement about the negative items. This would seem to suggest a wider zone of 
tolerance for negative items, which could appear to be counter-intuitive. A closer look 
at some of the items may be useful here. The item “On leaving the restaurant, the 
manager wishes you a pleasant evening and says that he hopes to see you again 
soon” was classified as positive, achieved a mean score of 5.93 with a range of 
scores from 1 to 10. Saying goodbye to customers is seen as good hospitality 
practice and yet many of the respondents saw it as negative. This was, however, the 
last item in the exercise and it is possible that previous events that were seen as 
negative have had an influence on some of the respondents’ perceptions, narrowing 
the zone of tolerance, as suggested by Johnston (1995).
For the ‘menu availability’ item highlighted above, the standard deviation was also 
high at 2.128 but is perhaps more easily understood by considering that some 
customers might be tolerant of some dishes being unavailable, while others might not 
want to patronise the restaurant at all if they are told that their favourite dish is not 
available. On the other hand, giving free olives had the lowest dispersion (standard 
deviation 0.855) as it is easy to see that people would favour unexpected, positive 
actions. In part, it also supports Brandt and Reffett’s (1989) notion that customers 
seem to be more aware of poor service as this is unexpected, rather than good 
service, which is an expected outcome of service offerings.
According to Johnston (1995), a dissatisfying or a satisfying transaction might have 
an impact on the zone of tolerance with a dissatisfying experience having more 
influence on the tolerance zone, through the individual being more negatively 
disposed towards future encounters, as highlighted above. The suggestion here is 
that dissatisfying experiences raise the general level of adequate service 
expectations so that a previously unnoticed irritation in a service transaction might 
subsequently be a potential source of service failure (Johnston, 1995).
Looking at the statements in this research, the more negative outcomes towards the 
end of the dining experience have resulted in lower means, as respondents seem to 
become more disposed towards negative experiences. The results also suggest that 
the zones of tolerance might contract not only for each individual encounter but also
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influence the overall experience. However, in the existing data there is no conclusive 
supporting evidence. This is indeed an area for further research.
There is higher variability in the data spread for negative statements compared to 
positive statements. The higher standard deviation for the negative statements as 
compared to the positive statements suggests that individuals have greater variation 
in what they would classify as a failure than what they would regard as a success. 
While there is general agreement that a particular action could be classified as a 
failure there is much less agreement about how bad that failure was. Failure seems 
to be a more difficult concept for the individual to judge than success.
Limited research has been conducted which discusses the agreements and 
disagreements among individuals about a service encounter, in particular service 
problems. As the purpose of this work is to relate the concept of zone of tolerance to 
service encounters by attempting to manipulate the respondents’ tolerance zones on 
positive and negative statements, it was found that most of the agreements are 
formed on the statements that lead to the positive outcomes and go beyond 
customers’ satisfaction i.e. given free chocolates, free olives and a good presentation 
of the main course. This emphasises good, quality and hospitable service which 
should always be offered in the service industry. Respondents also have similar 
levels of agreement on other statements, such as sitting near the entrance, taking a 
booking, incorrect bill, décor, cleanliness of the toilets, noisy customers and pleasant 
farewell.
Generally, it is seen that positive outcomes generate a generic agreement among 
individuals as people favour positive things, whereas people tend to have some 
varying degrees in accepting negative outcomes. A problem might be regarded as 
severe to one individual (with a narrow zone of tolerance) but might be less annoying 
to someone else (with a wider zone of tolerance). It can be assumed that the level of 
agreement between individuals varies from one another depending on their 
expectation and perception. This insight has not previously been highlighted in the 
literature.
Another interesting issue is the insight gained from the box plot table. It was found 
here that most people favour being given unexpected positive things, especially if 
there is no expense incurred. This is the case in giving free chocolates. Most of the 
respondents also agree on being given free olives as well as the good presentation
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of the main course as a sign of hospitable service. Among all the positive items, the 
menu has the largest data spread with respondents having different levels of 
acceptance of item unavailability. Interestingly, one respondent rated being wished 
farewell by the manager as a negative action, while normally this is seen as good 
industry practice.
Not surprisingly, the incorrect calculation of the bill was seen as the worst action 
considered here. People would not tolerate being charged for something they did not 
consume. However, one respondent regarded being charged for extra wine as 
acceptable. The abrupt service was also given a lower rating because people are 
increasingly less tolerant of being served impolitely in a hospitality industry that 
emphasises excellent performance. The variability in the data spread for the service 
charge suggests that different people regard adding a service charge as acceptable 
while others might not.
The box plot tables have explicitly demonstrated that most of the negative outcomes 
have a larger interquartile range and so contain more dispersed data compared to 
the positive outcomes. It is evident then that zones of tolerance are more varied for 
negative outcomes compared to positive outcomes.
It was also shown by the correlation table that there was a higher inter-correlation 
between negative items than between positive items and little inter-correlation 
between the positive and negative items. This suggests that once an individual has 
perceived something as negative they are likely to perceive other occurrences as 
negative too. Conversely, one positive occurrence does not seem to mean that 
individuals will see other things more positively and seeing something as positive 
would not appear to offset seeing other things as negative. From a managerial 
perspective then, avoiding getting things wrong is much more significant for the 
customers’ overall perceptions than getting things obviously right.
Looking at correlations with the overall rating of the dining experience, the ‘toilet’ item 
has the most statistically significant correlation at the 99% significance level. There is 
a high positive relationship here, although it is doubtful as to whether customers are 
attracted to a restaurant simply on the basis of clean toilet facilities. Other factors 
which were positively correlated were: being given free water (an almost automatic 
process in restaurants in France and America); having a well presented main course 
and wishing farewell to customers before leaving. The highest significance for the
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negative correlations was having service charges in the bill and being directed to a 
table near the entrance.
4.2.5 Conclusion
Overall, this exploratory study in relating the concept of zone of tolerance and service 
encounter has produced some interesting and potentially important results. Firstly, it 
was found that customers have different perceptions with different degrees of 
variability in terms of their zones of tolerance when facing positive or negative 
encounters. Specifically, customers have a larger zone of tolerance when facing 
negative encounters and a narrower zone of tolerance when dealing with positive 
encounters. In addition, customers will be more predisposed to more negative 
encounters following initial negative encounters (Johnston, 1995; Gwynne et al.,
2000; and Devlin et al., 2002).
The key contribution of this preliminary study stems in the identification of the 
different perceptions of individuals through the discovery of greater variances in the 
perceptions of negative encounters compared to positive encounters. This has 
revealed that respondents can be seen to have diverse perceptions as to what 
constitutes a failure and the tipping point at which service performance is 
unacceptable (failure). Indeed the key interest here is at the bottom end of the zone 
of tolerance -  the tipping point from success to failure -  rather than at the top end of 
the zone where little evidence has been revealed.
It is crucial for managers to identify service shortfalls (performance below the tipping 
point of adequate service) and concentrate their corrective efforts on those attributes 
that are central to customers’ perceptions of quality. This will result in higher quality 
service and greater operational efficiency. By recognising the zones of tolerance of 
customers, service providers can perceive where service failures might exist and 
hence remove dissatisfying experiences before they occur. However, the issue here 
is at what point a service weakness is likely to turn into a failure -  the tipping point at 
which customers are not tolerant anymore with the service performance. This is an 
area that needs to be explored further.
As a conclusion, it can be stated that failure is seen as a difficult concept to judge, as 
individuals have diverse perceptions of what constitutes a failure and when it starts -
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the tipping point to acknowledge what is considered as being acceptable and what is 
not or put simply, the point where customers are no longer tolerant.
4.3 The Proposed Conceptual Framework for the Study
It has been confirmed from the result of the preliminary study that different people 
have different perceptions of service performance. In particular, individual perception 
of failure varies. As people’s perception varies as well as their zone of tolerance, it 
can be seen that individuals have less agreement on negative performances while 
having more agreement on positive performances. This is being clarified by having 
more variance in assessing negative encounters. This means that people have a 
range of acceptability in terms of dealing with negative encounters or service 
problems. Indirectly, it can be said that individuals have a larger zone of tolerance 
when facing negative encounters and a narrower zone of tolerance in dealing with 
positive encounters.
As previously mentioned in Chapter Three, the concept of acceptability was 
introduced by Michel (2001) in the banking industry. However, the concept is only 
addressed to other areas on a very limited basis, hence it needs further exploration.
It is proposed that an individual’s acceptability of a service problem is actually 
influenced by many surrounding factors. Due to the interest in investigating the 
acceptability issue in relation to an individual’s zone of tolerance, a concept called 
Customer Tolerance Calculus (CTC) is proposed. CTC is based on a notion 
introduced by Charles Handy, a motivational guru. He presented the Charles Handy 
Motivation Calculus, in which he used the term “calculus” to explain different factors 
that influence people to motivate other people in their job-related issues.
Herein, the term “calculus” is to be applied and functions the same way as a 
“computation” where the calculus being formed or influenced by different attributes 
and levels in making a decision to regard the service events as either acceptable or 
unacceptable. Hence, CTC is deemed to take into consideration the factors 
influencing acceptability of a certain service problem before it can be acknowledged 
as being a failure. Therefore, the term “calculus” is defined as an act of making an 
informed decision by an individual based on the considerations of a combination of 
various attributes which is suggested to have an influence on an individual’s 
tolerance.
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In short, the sole purpose of this study is to explore individual acceptability of service 
events through a concept called CTC and to determine the attributes that influence 
CTC in the context of a resort hotel industry. It is suggested that individuals will 
evaluate a service event based on CTC and its contributing factors and decide 
whether an event is regarded as acceptable or otherwise. If it is acceptable then this 
will lead to customer satisfaction, whilst if it is not, this will lead to an identification of 
service failure and directly to customer dissatisfaction. At the end of the day, this will 
affect the intention to return as well as customer loyalty.
Therefore, this study aims to look at customers’ tolerance in terms of their 
acceptability or unacceptability of the service problems that they encounter in a resort 
hotel stay, based on attributes extracted from a critical review of the service failure, 
zone of tolerance literatures and results gained from the preliminary study. Hence, 
this has contributed to the development of a proposed conceptual framework for the 
projected study (please refer to Figure 4.2 below).
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4.3.1 Explaining each construct
Various constructs constitute the development of the emergent framework. The 
framework starts by having a ‘service event' or ‘service problem’, in this study it is 
defined as a single service experience that happened, in this case a particular 
negative event that a customer encountered in their recent resort hotel stay. Past 
studies have identified a variety of groups and sub-groups of service failures (Bitner 
et al., 1990; 1994; Kelley et al., 1993; Hoffman et al., 1995; Chung and Hoffman, 
1998; Lockshin and McDougall, 1998; Holloway and Beatty, 2003; Lewis and 
Spyrakopoulos, 2001; Michel, 2001; Meuter et al., 2003; Lewis and Clacher, 2001; 
Lewis and McCann,2004; Ahn et al., 2005).
Underlying these groups and sub-groups are more general and parsimonious 
outcome-process classifications as suggested by Gronroos (1984) and later 
supported by Parasuraman et al., (1990). The outcome failure or the “what failure?” 
is described as a core-service failure which relates to failure concerning products or 
services offered e.g. room is not cleaned or food is cold. Consequently, a process 
failure refers to the service delivery aspect in terms of service personnel’s interaction 
with the customer, such as inconvenience or unpleasantness experienced during 
service delivery e.g. staff being rude or inattentive to a customer.
In addition, Gronroos’s two-dimensional service quality model is deemed appropriate 
to be adopted in designing the conceptual framework to relate to service events that 
customers encounter during their recent stay. This is due to the notion brought up by 
Mells et al., (1997) that the Nordic European school of thought is worth pursuing in 
measuring service quality as compared to the five factor structure forwarded by 
Parasuraman et al., (1990) which failed to demonstrate its superiority against the 
two-structure model. Moreover, a study in a conference hotel also supported that the 
two-structure model is more suitable to be applied (Oberoi, 1989). Furthermore, a 
suggestion comes from Ekinci et al., (1998) who confirms that the dimensions of 
resort hotel quality are actually based on the two-structure model as opposed to its 
counterpart. Hence, Gronroos’s two-factor model is applied in the conceptual 
framework.
Next is the construct of ‘employee/manager/operation/customer’; the stakeholders or 
entities concerned with the service events. The next construct is the introduction of 
the main focus of the emergent framework - the Customer Tolerance Calculus (CTC).
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As previously stated, the CTC is introduced to explore an individual’s acceptability of 
service problems, whether a particular service event is considered as either 
acceptable or unacceptable. Based on the critical literature reviews on both the main 
concepts and in order for a customer to evaluate their tolerance calculus, it is 
proposed that the CTC will be influenced by many attributes which could influence 
the customer’s tolerance zone regarding the service delivered. The attributes are 
classified in three groups, namely -  scope, personal and sequence.
Based on the literature reviews, the scope factor is identified to consist of the 
criticality, severity, attribution and price of the service event. Below is some 
explanation of the aforementioned attributes.
The concept of the criticality and severity of failures have been touched on by a few 
authors. Indeed, these concepts have some degree of association in regards to the 
concept of acceptability in the zone of tolerance. Criticality is the importance of the 
service to the consumer (Cranage, 2004; Ostrom and lacobucci, 1995). Also, 
criticality can be the perceived importance of successful service delivery in a given 
service encounter (Webster and Sundaram, 1998). Criticality can also be defined as 
high or low criticality of a particular service incident (Webster and Sundaram, 1998; 
Levesque and McDougall, 2000; Cranage, 2004).
When a service purchase is critical, consumers are likely to see service failures as 
more serious then when the purchase is less critical. Hence, high criticality situations, 
for example: choosing a beach resort solely to enjoy the beach will lead to greater 
dissatisfaction when the beach expected is not as portrayed during the making the 
booking as compared to low criticality situations, for example: the sauna is closed for 
maintenance and the customers still have other facilities to enjoy in the resort.
On the other hand, severity is defined as the magnitude of the service event or denial 
or delay in service (Michel, 2001; Levesque and McDougall, 2000; Sparks et al., 
2004; Cranage, 2004), for example: you have to wait an hour to check-in (delay) as 
compared to no available room although booked earlier (denial), obviously denial is 
more severe than delay. Weun et al., (2004) stated that service failure severity refers 
to a customer’s perceived intensity of a service problem, while severity of failure 
occurring for the first time in the encounter will weigh more compared to many 
successful encounters.
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Kelly and Davis (1994) suggest that some mistakes are more or less trivial, for 
example: being given the wrong soft drinks as compared to wrong medication. The 
more intense or severe the failure, the more a customer perceives loss, and hence, 
has a negative impact on satisfaction of recovery. As mentioned earlier, severity of 
failure is also connected with the zone of tolerance. If a service problem becomes 
more severe, the customer’s tolerance zone gets narrower (Craighead et al., 2004). 
Smith et ai., (1999) also suggested that the magnitude of failure will effect the 
satisfaction of customer. In particular, when the magnitude or severity of failure 
becomes bigger/higher, customer satisfaction will be less/lower and vice versa 
(Cranage, 2004; Smith et al., 1999).
According to Harvey and Weary (1984) and Bitner et al., (1990), customers may 
engage in attributional processes to make sense of what has occurred when a 
service delivery does not match their expectations. Weiner (1985) and Hewston 
(1989) argue that failure causes may be of two types -  internal or external causes. 
Furthermore, Sparks (1991) and Hess et al., (2007) defined attribution as who to 
blame for the event -  be it the provider, customer or external sources e.g. 
earthquake, power failure, etc. Notably, Weiner (1986) in particular points out there 
are three dimensions that stand out in the attribution concepts -  locus of causality, 
controllability and stability.
It is said that when the customer attributes the responsibility of the failures to the 
service firms, it will cause a negative effect in the quality perceptions of the overall 
service received (Iglesias, 2009). He added that those who attributed the failures to 
the service firm will generally make less positive recommendations.
Another common problem involves the pricing or cost factor (Parasuraman et al., 
1991; Sparks, 2001). It is proposed that price also has an influence in customer 
tolerance calculus. In terms of price factor, it is contended that if the price paid is 
high, then customer tolerance would be lower, as they paid a premium and expect 
more, compared to paying lower prices where tolerance would be wider and 
customers might expect less.
The next group of factors is known as the personal factors. It has been identified that 
personal factors include: age, gender, customer involvement and travelling party. 
There is only limited literature concerning personal factors, although Sparks (1991) 
did mention the constructs of age and gender in her papers as influencing an
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individual’s tolerance, which has remained conceptual. In terms of age, the study 
wanted to explore whether older customers are more tolerant as compared to 
younger customers.
This is also held true in terms of differentiating between gender -  do males differ in 
terms of their tolerance as opposed to females in evaluating a negative service 
encounter? According to Matiila et al., (2009), there are still a handful of studies 
being done on the impact of gender especially focusing on customers’ evaluations of 
service encounters. Earlier, McColl-Kennedy et al., (2003) had touched on the issue 
of gender and service recovery where women wanted their voices to be counted as 
input for recovery strategies, while this is not the case with males. However, no 
empirical evidence was been found in relating the issue of gender and service failure 
or zone of tolerance.
Customer involvement is also considered to influence an individual’s acceptability of 
service problems. If a customer is highly involved in the event, then tolerance is low, 
and vice versa. For example: a customer acting as an organiser of a wedding 
reception in a resort hotel will be less tolerant for the event as compared to a 
customer just attending the wedding reception (Sparks, 2001). Another attribute 
which is seen as influencing an individual’s acceptability is ‘travelling party’. This 
study would like to determine whether travelling alone, with a partner, friends or 
family affects tolerance to assessment of service problems (Sparks, 2001).
The third factor is the sequence of the service event. This can be demonstrated by 
length of stay, single experience and prior experience. In terms of the length of the 
stay, this study explores whether customers are more or less tolerant in the 
beginning of the day, afternoon or evening (Sparks, 2001). In terms of single 
experience, it is supposed that if customers had experienced a bad experience in the 
initial events in the same service experience, customer tolerance will be lower for the 
subsequent service encounters, and vice versa (Sparks, 2001; Severt et al., 2005).
This is due to the notion that the value of these experiences adds up to the total utility 
of the whole service experience (Verhoef et al., 2004). It has also been argued that a 
failure occurring early in the customer’s relationship with a supplier will be perceived 
more adversely than one which occurs later in the relationship because the customer 
has less experience of successful service experiences to counterbalance the failure 
(Boulding et al., 1993).
89
Noor Azimin Zainol________________________  Chavter 4: Prelim inary Study
Conversely, prior experience looks into the previous visit that the customer had 
experienced with the service provider. Severt et al., (2005) stated that looking into 
the customer’s past experience is critical, not only as it can govern customer 
expectations but also influence what they tell others about the business. If the 
customer had a bad experience in the previous events in previous visits, it is 
assumed that customer tolerance will be lower in the future stays in the 
establishment, and vice versa (Sparks, 1991; Severt et al., 2005). In a recent study 
by Fu and Mount (2007), it was found that customers normally put more weight on 
their current service problem experiences as compared to their previous stays. They 
also suggest that it is also difficult to bring customers’ satisfaction level back to where 
it was once service problem(s) is (are) experienced. Both single experience and past 
experience have been addressed in previous literature to only a limited degree.
All these factors are suggested to attribute to consideration in the CTC regarding a 
service event and whether an event or problem is considered as being acceptable or 
unacceptable. The next phase is to evaluate a service event based on CTC and its 
contributing factors, and decide whether an event is regarded as acceptable or not. If 
it is acceptable then this will lead to customer satisfaction while if it is unacceptable, 
then this will lead to the identification of service failure and directly to customer 
dissatisfaction. At the end of the day, this will influence the intention to return and 
loyalty, etc.
The preliminary study has indeed generated some interesting results and has lead to 
the development of the emergent model which is seen as significant enough to be 
pursued. The following step is to propose the methodology for conducting the main 
study to answer the research objectives. Before the proposed method can be 
discussed, the research question and objectives are restated.
4.4 The Research Question
Following on from the discussion in the previous section, the research question for 
this study is what constitutes unacceptable service (failure) in relation to an 
individual’s zone of tolerance in a resort hotel context, from the resort hotel 
customer’s perspective.
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4.5 The Research Objectives
Based on the research question developed above, this study aims to explore the 
acceptability of service problem based on the influence of attributes extracted from 
critically reviewing the service failure and zone of tolerance literatures.
Therefore the objectives are to:
1. Explore customers’ perceptions of service failure.
2. Investigate customers’ acceptability of service problems through 
investigating the key attributes that influence them.
3. Examine the influence of prior service failure towards individual’s 
tolerance on subsequent service encounters.
4. Develop a robust conceptual framework of customer tolerance based 
on the emerging contributing attributes.
4.6 The Research Philosophy
Research is a process by which new knowledge is created and aims to explain and 
understand a particular phenomenon in people’s life. Research is based on 
reasoning (theory) and observations (data or information). Theories and research 
efforts are all bound to have an underlying philosophical foundation. Maylor and 
Blackmon (2005) suggest that research philosophy describes a theory of research in 
a particular field and explains assumptions that underlie the research approaches. It 
can be said that research philosophy includes the ontological assumptions about the 
nature of reality. Further, a research philosophy consists of significant assumptions of 
the way in which a researcher views the world (Saunder et al., 2007). They argue 
that a researcher should identify his/her research philosophy, the research approach 
that follows from this and the methods of how data should be collected. Bloomberg et 
al. (2008) later state that some knowledge of research philosophy is useful to help 
clarify the appropriate choice of research design and facilities to undertake the 
research.
According to Creswell (2007), in planning a study, a researcher needs to consider the 
philosophical worldview assumptions, the strategy of enquiry related to the worldview 
one choose and the specific methods which need to be taken to conduct the study. A 
“worldview”, or also know as a “paradigm” (Lincoln and Guba, 2000), is described by 
Creswell (2007) as “a general orientation about the world and the nature of the
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research that a researcher holds” (p.6). He further states that the worldview is usually 
shaped by the student’s area of interest, the belief’s of the adviser’s area and also 
past experiences which will then lead towards which research approaches to be 
considered. A paradigm is a set of beliefs, values and techniques which is shared by 
members of a scientific community, whish also acts as a guide to dictate the kinds of 
problems researchers should address and the types of explanation that are 
acceptable to them (Kuhn, 1970).
Ontology perspective includes objectivist, where it focuses on physical evidence 
while subjectivist accepts that reality can be constructed (Bryman and Bell, 2003; 
Maylor and Blackmon, 2005). Research philosophy also encompasses epistemology 
concerns. According to Maylor and Blackmon (2005), epistemology concerns “what is 
and Is not considered as knowledge In the field” (p. 156).
In the field of social science research, it is agreed that two key research philosophies 
exists (Bryman and Bell, 2003; Blumberg et al., 2005; Maylor and Blackmon, 2005; 
Saunder et al., 2007). They are known as the “positivism” and the “interpretivism”. 
Saunders et al. (2007) however describe that there are various other research 
philosophies that exist in between these two stances. The philosophical position of 
positivism is synonymous with the quantitative paradigm, while the interpretivism 
view of the world is identical to the quantitative paradigm (Amaratunga et al., 2002; 
Saunder et al., 2007; Sekaran 2003). Positivism has the purpose to “discover natural 
laws so people can predict and control events” (Neuman, 2003, p. 91) while 
interpretivism’s goal is not to explain human behaviour but to understand it. As 
interpretivism is clustered under subjectivist ontology while positivism is grouped 
under positivist ontology, both stands have different ways of looking at the world in 
terms of ways to observe, measure and understand social reality.
Table 4.3 below summarises the opposing stances between the positivist and 
interpretivist approaches. These differences have several implications on how 
researchers should conduct researches.
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Table 4.3: Positivism and intrepretivism compared
Basic Principle Positivism Interpretivism
View of the world
Involvement of the 
researcher
Researcher’s influence
The world is external and 
objective 
Researcher is 
independent
Research is value-free
The world is socially- 
constructed and subjective 
Researcher is part of what 
is observed and 
sometimes even actively 
collaborates 
Research is driven by 
human interests
Assumptions
What is observed?
How is knowledge 
developed?
Objective, often 
quantitative, facts 
Reducing phenomena to 
simple elements 
representing general laws
Subjective interpretations 
of meanings 
Taking abroad and total 
view of phenomena to 
detect explanation beyond 
the current knowledge
Source: Blumberg et al. (2005)
Positivism is a research philosophy adopted from the natural sciences. Based on the 
table above, three basic principles underlie the positivism paradigm -  the social world 
exists externally and viewed objectively, research is value-free and the researcher is 
dependant. Based on these assumptions, it can be said that it depicts a deductive 
approach in terms of its relationship between theory and research (Blumberg et al. 
2005). They further raise the notion that using a survey methodology seems to imply 
a deductive approach rooted in positivism.
Bryman (2004) describes positivism as an epistemological position that advocates 
the application of the methods of natural sciences to the study of social reality and 
beyond. Moreover, all observations are guided by the use of established 
terminologies, concepts and theories which provide a common basis for unifying the 
research. Bryman further adds that the purpose of theory is to generate hypotheses 
that can be tested, vis-à-vis the deductive approach.
In contrast, interpretivism paradigm holds that the social world cannot be understood 
by applying research principles adopted from the natural science and thus requires a
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different research philosophy. Hence the underlying assumptions for the 
interpretivism paradigm are -  the social world is constructed and given meaning 
subjectively by people, the researcher is part of what is observed and research is 
driven by interests. Knowledge is developed and thus theory is build through 
developing ideas inducted from the observed and interpreted social constructions.
In interpretivism, simple fundamental laws are not enough to understand the whole 
complexity of social phenomena. Bryman (2004) is in the view that interpretivism 
tend to emphasis on the understanding of human behaviour which concerns with the 
emphatic understanding of human action. In contrast to the positivism paradigm, this 
illustrates the inductive approach in connection with theory and research. An 
ethnographic study applying inductive reasoning therefore seems to follow 
interpretivism stance (Blumberg et al., 2005).
It is apparent that a variety of considerations should be taken into account in 
conducting a social research. The relationship between theory and research ie: 
whether theory guides research (the deductive approach) or whether theory is the 
outcome of the research (the inductive approach) together with the epistemological 
foundations engaged will then inform which type of research strategy to be employed 
-  quantitative or qualitative strategies. Bryman (2001) has illustrated the three 
differences of quantitative and qualitative approaches in relation to the connection 
between theory and research, the epistemological orientation and the ontological 
orientation as portrayed in Table 4.4 below.
Table 4.4: Fundamental differences between quantitative and quaiitative strategies
Quantitative Qualitative
Principal orientation to the Deductive;
role of theory in relation to Testing of theory
research
Epistemological Natural science model, in
orientation particular positivism
Ontological orientation Objectivism
Inductive;
Generation of theory
Interpretivism
Constructionism/
Subjectivist
Source: Bryman (2001)
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Quantitative research in particular relies on quantitative information eg: numbers or 
figures in the collection and analysis of data. It entails a deductive approach in which 
the accent is placed on the testing of theories. It also follows the positivism 
epistemology and embodies an objective reality in terms of its view of the social 
reality.
In contrast, qualitative research is based on qualitative information ie: words, 
sentences, narratives; in the collection and analysis of data. Based on the table, it 
emphasises on inductive approach where theories are almost always generated as 
the research outcome, whereas incorporate the interpretivism stance and embodies 
a view of social reality as an emergent property of individual’s creation.
Table 4.5 below draws some distinctive differences between quantitative and 
qualitative data. Although some writers suggests that the status of distinction is 
ambiguous, nevertheless understanding these differences has a major influence on 
which approach should be taken by a researcher to pursue the research in order to 
be able to analyse the data meaningfully.
Table 4.5: Distinctions between quantitative and quaiitative data
Quantitative data Qualitative data
Based on meanings expressed from Based on meanings expressed through
numbers words
Collection results in numerical and Collection results in non-standardised
standardised data data requiring classifications into
categories
Analysis conducted through the use of Analysis conducted through the use of
diagrams and statistics conceptualisation
Source: Saunder et al., (2007)
The differences between quantitative and qualitative data and strategies have been 
highlighted as above. Blumberg et al., (2005) however state that there is no general 
guideline as to when both strategies are more appropriate. A research design 
decision is made depending on which methods best meet the practical demands of a 
particular enquiry. That is, the debate between quantitative and qualitative strategies 
is perceived to be a false dichotomy, hence integrating both methods in a study can 
maximise the strength of both (Amaratunga et al., 2002; Bryman, 2004). The
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research design of the study following the discussion on the underlying 
epistemological foundations is discussed in the next section.
4.7 The Research Design
A research design includes “the general approach taken to answering research 
questions, as well as the specific techniques used to gather, analyse and Interpret 
data" (Maylor and Blackmon, 2005, p. 136). They further added that a research 
design is a plan in conducting a study through translating the research methodology 
into specific research methods. Blaikie (2000) proposed that a research design is a 
process of making all decision related to the research project before it can be carried 
out. It also involves a series of rational decision-making choices which should be 
taken by a researcher to answer research questions (Sekaran, 2003). In essence, a 
research design can be regarded as a blueprint in carrying out a study which consists 
of the plan and the structure of investigation to obtain answers to the research 
question(s) posed.
The development of a research design is based on the type of research methodology 
being used (Newman, 2000). Newman (2000) and Sekaran (2003) further states that 
there are three general categories of research -  exploratory, descriptive and 
explanatory. Each type of these categories has their own characteristics which 
informs the type of data collection to be conducted in a proposed study.
Table 4.6 below describes the characteristics of three general categories of research. 
Table 4.6: Three categories of research
Exploratory Descriptive Explanatory
• Become familiar with • Provide a detailed. • Test a theory’s
the basic facts. highly accurate picture predictions or principle
settings and concern • Locate new data that • Elaborate and enrich a
• Create a general contradict past data theory’s explanation
mental picture of • Create a set of • Extend a theory to new
conditions categories or classify issues or topics
• Formulate and focus types • Support or refute an
question for future • Clarify a sequence of explanation or
research steps or stages prediction
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• Generate new ideas, • Documents a causal • Link issues or topics
conjectures and process or mechanism with general principle
hypothesis • Report on background • Determine which of
• Determine the or context or situation several explanations is
feasibility of best
conducting research
• Develop techniques for
measuring and
locating future data
Source; Newman (2000, p. 29).
As previously discussed, quantitative and qualitative strategies both offer different 
approaches in the way a research should be conducted. However, there are some 
point of view which suggest the use of a complementary “mixed method approach” 
since both quantitative and qualitative methods can be a valuable approach to 
ensure the validity of research thus provide a contribution to the collection of 
scientific knowledge (Amaratunga et al., 1992; Saunder et al., 2007). Mixed method 
approach is said to gain popularity with business and management research as 
suggested by Curran and Blackburn (2001).
Amaratunga et al., (2002) state that a sample of population can be simultaneously 
generalised by applying a mixed method approach hence a more complete 
understanding of the phenomenon being researched can be obtained. Further, mixed 
method approach is useful because the respective strengths and weaknesses of 
quantitative and qualitative approaches are largely complementary (Amaratunga et 
al., 2002; Saunder et al, 2007, Sekaran, 2003). Blumberg et al., (2005) are also in 
the notion that some social research studies apply a qualitative study exploring a new 
phenomena which then proceed with a quantitative study to test the validity of 
propositions formulated based on the previous qualitative study.
Although the initial aim of the study will adopt a positivist stand by applying a 
quantitative approach, due to the limited studies being done in relating the zone of 
tolerance of customers in relation to service problems or negative encounters, there 
is a need to explore the issue of acceptability of service problems in more depth. 
Hence, a mixed-method research approach is employed where qualitative technique
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is deemed suitable to be conducted beforehand of the main data collection to explore 
the issues of acceptability of potentially problematic encounters.
Therefore the present research adopts the positivism and interpretivism 
simultaneously. In other words, the present research applies a mixed method 
approach to complement and maximise the strengths of both methodologies. Thus it 
is anticipated that the qualitative method applied in Main Study One will generate and 
confirm the attributes explored earlier in the preliminary study hence aiding in the 
conceptual development and guide in the survey instrumentation. This is then 
followed by the quantitative method which will complement the earlier qualitative 
approach, in particular by applying Conjoint Analysis method. Conjoint analysis is 
considered to be appropriate to be employed as it resembles the actual customer 
decision-making process of deciding whether a problematic situation is considered as 
acceptable or unacceptable after taking into consideration of the various attributes 
under study. Figure 4.3 below illustrates the research process for this study, which 
constitutes of the preliminary study. Main Study One and Main Study Two.
Figure 4.3: The research process
Discussion and 
Conclusion
Revised
conceptual
framework
Mixed Method Approach
Theory and 
Literature
Findings 
Empirical evidence
Confirmatory study 
(Main Study One)
Qualitative Phase
Preliminary Study 
- Development of 
conceptual framework
Quantitative Phase
(Main Study Two)
THE RESEARCH PROCESS
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4.8 Conclusion
A preliminary study was conducted with the intention to obtain initial insights and also 
to surface some of the key issues on the conceptual underpinnings of the study as 
there is no complete conceptualisation of what is actually meant by service failure 
and its interconnection to zone of tolerance. The outcome of the preliminary study 
has initiated somewhat interesting results and has resulted in a development of a 
proposed conceptual framework which is deemed worth pursuing for the major study.
Following the development of the framework, two stages of data collection method 
will be conducted to reflect the main data collection of the study. These are provided 
in Chapters Five and Six. The first stage (Main Study One) is conducted with the 
intention to confirm and explore the framework further. The study process is 
elaborated in detail together with its findings and discussion which has also 
developed into a revised conceptual framework. The second stage (Main Study Two) 
is to test the relationship between the constructs identified in the framework which 
will be done in a larger scale study. This is examined in Chapter Six. The next 
section will discuss the first stage of the methodology phase for this study which will 
confirm the framework.
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CHAPTER FIVE 
MAIN STUDY ONE -  CONFIRMATORY STUDY
5.1 Introduction
This chapter is one of the two chapters devoted to the main data collection of the 
study. This chapter will review the first data collection stage of the study. Specifically, 
this is to verify whether the constructs identified in the proposed conceptual 
framework (elicited by the critical review of the literature regarding concerned 
concepts combined with the outcome of the preliminary workshop exercise) are 
indeed evident in customers’ stories, hence confirming the constructs proposed in the 
framework.
As only limited studies have been done in relating the acceptability of service 
problems based on customer tolerance and its contributing factors, an ethnographic 
approach is considered, as there is a need to explore the potential factors attributing 
customer tolerance. Based on a qualitative stand, an ethnographic approach is 
envisaged to provide meaningful data in terms of emerging themes (Maylor and 
Blackmon, 2005) to explore the issues of individuals’ acceptability of service 
problems. In this situation, the respondents were asked to provide stories and 
elaborate details on their experience during a recent stay in a resort hotel in their own 
words, as compared to the scientific approach where the traditional filling in of 
questionnaires is done.
This chapter is divided into nine sections. This part outlines the sections to be 
covered in the chapter. The second part reviews the objectives of the confirmatory 
study. The third part examines the details of the technique used to employ the 
confirmatory study -  the critical incident technique. The fourth part highlights the 
study design. The fifth part examines the research instrument design for the study. 
Following this, the data collection process and procedures are reported. Next, the 
results of the study are presented, which is foliowed by the analysis and discussion 
of the results obtained in the subsequent chapter. Finally, the conclusion of the 
chapter is delivered.
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5.2 Objectives of the Study
Although the main purpose of conducting the study is to verify whether the constructs 
identified in the proposed conceptual framework are evident in customers’ stories, 
the confirmatory study also has two other objectives as outlined below:
1. To identify what are the service problems that resort hotel customers 
commonly encounter.
2. To explore what are the factors that resort hotel customers attribute to 
influence their perception in dealing with service problems.
3. To determine whether a prior negative incident will predispose customers to 
see subsequent encounters as potentially problematic (hence, narrowing 
customer tolerance).
The next section wiil highiight the details of the technique used to employ the 
confirmatory study in order to respond to the abovementioned objectives.
5.3 Critical Incident Technique (GIT)
Limited empirical study had been done in the ZOT area in general, while the 
introduction of CTC as a new concept needs exploration. Due to these reasons, the 
study is deemed to be exploratory in nature. Since respondents need to explain and 
express their experiences regarding their service encounters. Critical Incident 
Technique (CIT) method was identified as an appropriate means to discover the 
objective. CIT, a qualitative technique first developed by Flanagan (1954), looks at a 
specific incident that either contributes or detracts from an overall service experience 
by asking what is the memorable positive or negative service incident that had an 
effect on the individual’s overall experience.
CIT was deemed suitable to be employed in the first stage of the main data coliection 
due to the advantages of this method, by having customers tell their personal 
experiences in their own words regarding their recent resort hotel stay, which are 
memorable to them either positively or negatively. This is supported by Hammersley 
(1996) whereby he described that a multi-strategy approach could facilitate another 
strategy in researching the following stage, as the second stage is proposed to be 
employed quantitatively. Hardy and Bryman (2004) is also in agreement with this, as
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they state that the first phase of the qualitative method could facilitate the second 
phase, employing a quantitative stance through providing the complete model in 
addition to aiding in concept and measurement clarification for further testing.
Looking back, CIT was initially developed by Flanagan in collaboration with other 
colleagues to establish procedures for the selection and classifications of air crews in 
the United States Army Air Force during World War II. Since then, CIT has been 
extensively applied in various disciplines, including management and human 
resources (White and Locke, 1981; Spencer, 1983; Latham and Shaari, 1980; 1984; 
Pursell et al., 1980). CIT has also been used in areas of hospitality (Bitner et al.,
1990; 1994; Chung and Hoffman, 1998; Callan, 1998; Kivela and Chu, 2001; 
Lockwood and Deng, 2004), tourism (Gilbert and Morris, 1995); banking (Johnston, 
1995), etc.
Gilbert and Lockwood (1999) and Edvardsson (1992) stated that a critical incident is 
an event that can be described in detail and that deviates significantly, either 
positively or negatively, from what the customers expect or consider normal in a 
service encounter and something that is memorable to oneself. This is also being 
supported by Chung and Hoffmann (1998). They further added that CIT consists of a 
specifically defined procedure for collecting important observations of past events, 
which will then be classified into naturai groupings between the events. Bitner et al., 
(1990) suggested that CIT takes on the stories that people have told and then they 
applied content analysis of the stories in the data analysis stage of the procedure.
Lockwood (1994) contends that an ‘incident’ would be any service encounter where 
customers interact directly with the service operations, including service personnel, 
physical facilities and other tangible and intangible elements at any time. This study 
will follow Lockwood’s (1994) description of ‘incident’ while bearing the term ‘critical’ 
as something that deviates significantly from what customers expect (Gilbert and 
Lockwood, 1999; Edvardsson, 1992).
There have been several studies in applying CIT which attempted to iook into 
satisfactory and dissatisfactory factors or as a means of isolating positive and 
negative events (Bitner et al., 1990; 1994; Lockwood, 1994; Johnston, 1995; Bell et 
al., Gilbert and Lockwood, 1997). On the other hand, Edvardsson (1992) and Chung 
and Hoffman (1998), who applied CIT in their studies, chose to look at negative 
factors only. As the purpose of this study is about identifying service problems
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encountered in a resort hotel stay, only negative incidents will be collected. 
According to Edwardsson (1992), negative incidents are encounters which do not 
proceed normally but create friction, irritation and dissatisfaction.
It is accepted that there are three major stages to carry out CIT analysis (Gilbert and 
Lockwood, 1999). These stages are then broken down into six steps. Figure 4.3, 
below, shows the analytical framework concerning the steps involved.
Figure 5.1: Analytical framework in conducting CIT
Collecting and 
assembling 
data
Analysing data
Constructing
explanatory
framework
Data
collection
Developing
coding
categories
Identifying 
themes and 
trends in data
Hypotheses 
testing/ data 
reduction
Allocating incidents 
or parts of incidents 
to categories
Explanation of
underlying
structure
Source: Gilbert and Lockwood (1999)
As can be seen in the above figure, the three major stages are collecting and 
assembling data, analysing data and constructing explanatory framework, while the 
six steps are the process of data collection, developing coding categories, allocating 
incidents or parts of incidents to categories, identifying themes and trends in data, 
hypotheses testing or data reduction and the explanation of the underlying structure.
There are several ways of collecting incidents through the CIT (Lockwood, 1994). 
Flanagan (1954) advocated four ways of obtaining data -  individual interview, group 
interviews, questionnaire and record forms. Lockwood (1994) and Gilbert and
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Lockwood (1999) is in the agreement with Flanagan with personal and group 
interview whilst suggesting a self-completion form which is given to selected 
participants to be completed and returned. The personal interviewing method is 
where one-to-one interviews can be conducted to elicit stories of incidents. Group 
interviews can also be considered where a group of people are brought together and 
split into pairs where they then take turns in asking the incidents. Among the 
methods listed, a personal interview is regarded as the most rewarding in terms of 
clarification of information whilst eliciting additional information with little ambiguity 
(Lockwood, 1994). For the purpose of this study, a personal interview approach was 
deemed suitable to be adapted. This is due to having advantages in terms of eliciting 
greater detail in gathering the data and the researcher would simplify and validate the 
answer given at the point of time.
Despite the advantages of applying CIT in various studies, there has also been some 
criticism regarding the technique. Among the popular issues are the reliability and 
validity aspects of the categories developed. According to Gilbert and Lockwood 
(1999), this is due to the ambiguity of word meanings, category labels and coding 
rules in a particular study. However, past studies had concluded that data collected in 
CIT technique are both reliable and valid (Andersson and Nilsson, 1964; Ronan and 
Latham, 1974; White and Locke, 1981).
However, specific incidents covering problems that guests encounter in a resort hotel 
stay has been addressed on only a limited basis, whilst this study is conducted. 
Customers’ acceptability regarding service problems they encounter can be a turning 
point leading to the failure acknowledgement that is the identification of unacceptable 
service events. By this, the resort could be aware of possible failures and amend 
policies to identify all areas that can be improved and make the customer’s 
experience better in the future.
As specified in Chapter One, a resort is specifically focused as the context of the 
study due to the nature of the resort being a pleasure vacation destination which is 
leisure-dominant, where guests in general have a longer length of stay as compared 
to the normal business trip. In addition, resorts offer various types of service and 
recreation facilities in comparison to a standard, commercial hotel. Furthermore, the 
resort hotel context provides a feasible avenue for investigating the potentiality of 
service failures to happen, as it is highly dependent on the variability of its various 
processes and service offerings, and also due to human input being involved in the
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service delivery. It is foreseen that customers will experience different types of 
services during their duration of stay which might potentially affect their tolerance 
level, hence providing a feasible avenue in exploring customers' zone of tolerance 
and acceptability concerns.
5.4The Study Design
With reference to the analytical framework concerning the steps taken to conduct the 
CIT analysis, the figure below highlights the design of the study stage.
FIGURE 5.2: THE CONFIRMATORY STUDY DESIGN
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5.5 Data Collection
The data collection was conducted in a popular tourist destination island in a tropical 
climate surrounded by lush rainforests and pristine beaches in Malaysia during 
December 2007. For the purpose of this study and the advantages it holds, the 
personal interview is deemed suitable to be adapted. As mentioned, this has greater 
detail in collecting data and the researcher would simplify and validate the answer 
given at the point of time (Lockwood, 1994).
In addition, by having a one to one interview, the researcher has the opportunity to 
ask follow up questions to clarify any unclear points, besides eliciting additional 
information with little ambiguity. It also provides the opportunity to probe and extract 
the required information (Callan, 1998). Andersson and Nilsson (1964) and 
Edvardsson (1992) are also is in agreement that due to the ability to collect depth 
and richness of data, the personal interview is the preferred method of data 
collection.
A pre-prepared questionnaire consisting of a set of questions was being arranged to 
be asked to the potential respondents. The questionnaire was first pre-piloted by 
three colleagues to check the wordings and adjustments were being made where 
possible. Since some of the respondents will involve local people, a translation of the 
questionnaire from English to the mother tongue language (Malay) was being made 
by the researcher. Finally, before the questionnaire is ready to be used, the 
translated questionnaire was being back-translated for accuracy by a local language 
teacher and any disputes were being adjusted.
During data collection, a purposive sampling method was applied with respondents 
being approached at the beaches, shopping malls, resorts, airport and jetty point
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and, a few occasions, at the street shops. A purposive sampling is deemed suitable 
due to the “need to target specific groups of people who can provide the desired 
information and conforms to some criteria set by the researched (Sekaran, 2003, p. 
277). In this case the people are resort hotel customers who have experienced at 
least one problematic encounter in their recent stay in a resort hotel. Before the 
interview took place, two filter questions, which are regarded as the basic criteria in 
determining potential respondents, were asked -  whether the respondents) had 
stayed or are staying in a resort hotel and whether the respondents) encountered 
any problem(s) in their stay in the resort. If both filtered question were fulfilled, only 
then can the interview be carried out. Appendix 3 provides the letter of permission 
and acknowledgment obtained from the supervisor in conducting the confirmatory 
study.
5.6 Research Instrument Design
The questionnaire comprised of a short introduction and an explanation of the 
purpose of the study conducted, followed by some personal background information 
including age, gender, travelling party, nationality, length of stay and whether the visit 
is a repeat or first visit. There is no limit on the number of incidents to be described 
by each respondent so each of them is welcome to describe as many incidents as 
they like. If respondents have a few incidents to tell, the guideline is that the incidents 
be described one by one, as in every incident detailed there are a set of questions 
that need to be answered pertaining to the incident.
It then proceeds with describing an incident which is considered as problematic by 
the respondent(s). Follow-up questions were asked regarding attribution, severity, 
criticality and other factors. The closing question asked for the first loop of incident is 
whether the particular incident described affected the overall satisfaction of the 
guest’s stay. After the first loop of incident is finished, the second incident is 
described, followed by the next incident(s) if there is still any. Finally, a concluding 
question for the whole interview is raised: whether the total incidents described 
cumulatively affected the guest satisfaction during their stay. A sample of the pilot 
study questions are forwarded in Appendix 4.
The interviews were recorded electronically and later transcribed for further analysis. 
The respondents who participated were locals and foreigners. English was mainly 
used as the interviewing medium while the majority of the local respondents were
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happy to be interviewed in English, except for one respondent who spoke in the local 
language and back-translation was undertaken for the analysis purposes.
5.7 Results of the Study
During the data collection, 40 respondents were interviewed with a total of 127 
incidents collected. Overall, each respondent’s answers vary from one incident to a 
maximum of six incidents, with a majority of respondents describing three incidents 
on average which they think are problematic during their stay in the resort hotels. 
According to Lockwood (1994), 50 incidents will allow the researcher to proceed with 
the category building stage but 100 incidents or more will provide more reliable 
categories. The development of categories is a subjective process, looking for 
‘natural’ groups within the incidents after an iterative process of repeated careful 
reading and sorting of the data that makes sense for a particular group to be formed 
(Lockwood, 1994). Each category and sub-category is given a detailed description so 
that others can understand. Therefore, from the 127 incidents, 4 categories and 12 
sub-categories are formed following a categorisation classification process to 
describe the essence of the attitude about the incidents reported.
In order to improve the reliability of the categories formed by the first researcher, a 
second researcher (who is independent and was not involved in the initial 
classification of incidents) was asked to classify all the incidents into categorisations 
formed by following a certain set of instructions. This is necessary for a judgement- 
based data as suggested by Perreault and Leigh (1989). The instructions given to the 
independent researcher for inter-judge coding are provided in Appendix 5. Having 
read the description of each category, the second researcher coded the 127 
incidents, providing an inter-judge reliability check agreement of 87.4% on the 
classification system.
This figure is considered to be high for a study with 12 categories. The reliability of 
the classification system is considered satisfactory if the inter-judge reliability is equal 
to or greater than 80% (Ronan and Latham, 1974). Since qualitative interpretation is 
subjective depending on one’s own understanding, it might not be possible to get 
100% accuracy in inter-judge coding, however, having more than 80% check ensures 
that the data can be viewed as valid, reliable and usable.
108
Noor Azimin Zainol____________________________________________________________________________________ Chavter 5: M ain Study One
A classificatory schema was derived to respond to the first objective of the study, 
based on the data gathered from the study results. This is in line with the data 
analysis stage set in the CIT analytical framework as previously suggested. The 
following sections will review the analysis of the developed classificatory schema.
Classificatory Schema
The initial sorting of the incidents has derived to four groups of categories and 12 
sub-categories. Below is an operational definition on each of the problem categories 
and their sub-categories.
Note: The categories and sub-categories will be addressed in italics throughout the 
document.
5.7.1 Category 1 : Service Delivery System Failures
Although all establishments try to provide the best possible excellent service at all 
times, mistakes do happen from time to time. This category contains all the incidents 
which relate to core service problems where customers do not receive basic service 
or product from the provider. This includes basic products and services connected to 
room, food and beverage or recreation facilities to guests. Layout is also considered 
as part of the core service because layout is a key element in resort planning and 
plays an important role in resort hotel establishment.
5.7.1.1 Product Problems
This sub-category give rise to problems related to resort products offered e. g. room 
dirty, room not cleaned, recreation facilities broken or dirty, tv reception not clear, 
decoration of room, air-conditioning, furniture in the room, bathroom, condition of 
room, linens, swimming pool, etc.
Note: The characters in parenthesis denotes the respondents number (e.g. RIO -  
representing respondent Number 10) while “C” represents the sequence of the 
critical incidents described by the respondent.
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“The room had the appearance of being weli worn, especialiy the fioor and 
needs a refurbishment. The air conditioning system was effective but noisy 
and dripped water” (R10-C1)
“The pool area...This is no infinity pool, it’s a dated 70's hot tub surrounded 
by worn decking and cheap plastic furniture. The cushions on the loungers 
were sun bleached and the towels looked disgusting” (R11-03)
“The sun beds at the resort are a real horror- old scrappy metal things with 
numbers scratched on them like they have come from some left over holiday 
camp and dirty stained cushions” (R15-C1)
“The water-sports are very poor - 2 windsurfers that are broken and some 
other non-motorised equipment of a poor standard” (R15-C3)
“The pool wasn't cleaned/filtered often enough, so there vi/as always stuff in it
 what, i do not know looks like leaves, or whatever.... ” (R35-C2)
“Our room was shabby, musty and depressing the beds were soft, and the
TV had lousy reception. The pillows smelled. The closet smelled. The phone 
also smelled” (R38-C1)
“We were told we got a king-size bed but it was actually two large singles 
joined together ” (R39-C1)
5.7.1.2 Capacity Issues
The incidents in this category includes problems related to the amount of product or 
services that should be produced to an acceptable standard, e.g. rooms not ready, 
restaurant could not cope with overflow guests, food is limited, poor quality/quantity 
and no replenishment, same food everyday, etc.
“The receptionist told us that some of us could not check-in because the 
rooms were not yet ready.....” (R2-C1)
“if  you considered having a table with a view in the restaurant with your kids, 
forget it. All the nice tables were reserved for 2, that is, it was not 'chiid- 
friendiy'...asked the staff but they could not accommodate us because we are 
a group of five and there was no space " (R3-C3)
“The choice of breakfast and dinner buffet are almost the same. The so called 
BBQ was far from satisfactory” (R7-C2).
“The pool area was overcrowded and it was impossible to find a pool chair” 
(R31-C3)
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“During breakfast the main restaurant could not cope with the amount of
people coming for breakfast.. ..so they opened another restaurant for the 
overflow” (R36-C3)
“Overall the food is ok, but quite boring - if you are there for longer that a 
couple of days the whole food thing is really dull” (R15-C4)
5.7.1.3 Slow/ unavailable Service
As excellent a resort service can be, mistakes sometimes happen. This category 
details the services which should be available but are lacking, delayed or absent be it 
due to internal or external causes e.g. black out problems, slow staff performance, 
waiting too long for food/beverage, housekeeping staff did not replenish amenities in 
room after cleaning, etc.
“We also booked an island hopping trip with the resort but the pick-up for the 
island hopping was late...” (R1-C2)
“Overall staff service was frustrating. Why I said that was... waiting for my 
RM12 beer for 20 min when I can buy the same beer in town for RM1.50 was 
ridiculous” (R6-C1 ).
“Slow at check-in, not a very warm welcome. Waiting for a waiter/ waitress to 
refill just a glass of water for more than half an hour during dinner time” (R7- 
01).
“The reservation staff tried to insist that there is no pick up included though it 
was clearly stated in the package details. After managing to get her to agree 
that it is included and after confirming the same, we took the flight to 
Langkawi and surprise, surprise no pickup” (R34-C1)
“The first room we had had an electrical failure the first night, that was having 
intermittent cable transmission problems with the tv” (R34-C3).
“Our very first evening there, our electricity went out for about half an hour” 
(R38-C3).
5.7 A A Layout
Layout is a key element in a resort planning and development as compared to a 
commercial, standard business hotel. The layout has close interrelation with the 
decoration, landscaping and interior design of a particular resort to give its fullest
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competitive advantage, it is interesting that few incidents had been described 
regarding the layout of the resort where respondents find there are some issues to be 
addressed. Layout is considered to be grouped under this classification as it can be 
described as one of the basic service from the provider. Operationally defined here 
as the setting or arrangement of the resort or the resort infrastructures, this category 
includes examples such as the resort being very dispersed and huge, having a long 
way to get to certain point, the position or design of certain parts in the resort, etc.
“The resort is very spread out, so getting from place to place almost always 
requires a buggy” (R4-C2)
“The room is set quite higher than the pool area and there are steps leading 
down to the pooi. The steps are slippery” (R14-C1)
“The hotel’s territory is huge it means that to reach your room or the main
lobby or the pool, you have to take a small bus that is driving around the hotel 
territory......” (R32-C1 )
“I think the compex is very large ...with around 400 plus chalets set amidst
the Jungle., .what I can say is that access was not good, many steps not
suitable for children or disabled. The complex was so big....” (R36-C2)
5.7.2 Category 2: Natural Environment
This category contains all the incidents or problems related to natural surroundings in 
relation to a resort experience, especially where the resort under study is an island 
destination and situated in a tropical climate. This is an interesting category which is 
quite uncommon in a standard, city centre, business hotel, which highlights the 
distinctiveness of resort hotels. This category gave rise to a few sub-categories such 
as having wildlife/an/ma/s, unforeseen weather, uncontrolled noise and condition of 
seawater or beach area. (Note: the sub-categories below are self-explanatory)
5.7.2.1 Animals
“Even though we put on the plug in the mosquito killer I was still chewed at 
night! We were kept awake by 2 amorous geckos last two nights who were 
calling across the room to each other!” (R5-C3)
“Lots of wildlife., .monkeys, I mean they are prone to taking anything left
outside or inside of the rooms if windows are left open (R6-C2).
112
Noor Azimin Zainol____________________________________________________________________________________ Chavter 5: M ain Study One
“We had a deluxe chalet for 5 nights but had more wildlife in the chalet than 
outside" (R12-C1).
“Large monitor lizards roam the grounds and climb onto the porch" (R21-C2) 
“The bugs are bad enough to ruin your stay compietely. After our first night 
we accumulated over eighty bites between us. it was very painful” (R23-C1) 
“There are instances with insects too...Maybe because it is located in the 
rainforest.... Our room was full of ants also. I would leave my coffee to cool 
and it would be full of them taking a swim " (R33-C3)
5.7.2.2 Noise
“We were bothered by our noisy neighbours..” (R5-C4)
“Noise of aircrafts The hotel is basically at the end of the airport runway,
with 737's flying over throughout the day” (R9-C4)
“Don't come here if you're looking to "get away from the kids, "you'll just run 
into someone else's. My wife and I found it somewhat bizarre that you could 
hear the loud music from the bistro until midnight - especially from a place 
with so many kids about” (R18-C2).
“That also means that the hotel is full of roads for those small buses and they
drive 24hrs you cannot sleep and relax at all...” (R32-C1)
“The main problem for me is the noise.... We actually had a lovely view from 
our hut but we had neighbours who are so noisy as the walls of the chalets 
are paper thin” (R33-C1).
5.7.2.3 Beach/Sea
“The beach isn't great - lots of broken shells in the sand, and you'll need your 
flip-flops to walk comfortably on it” (R9-C1).
“The beach was really crap tool!! It is a man-made beach!!!! Muddy, lots of 
dangerous hidden sharp rocks in the water” (R19-C2)
“The biggest disappointment about this resort is the quality of the beach and 
seawater. The colour of water was murky green and the sand coarse” (R25- 
C2)
“Sea wasn't very clear....the water sometimes was so muddy looking and 
there were quite a few dead jellyfish washed up” (R35-C3)
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S.7.2.4 Weather
“The weather on the third and fourth day, it was raining heaviiy...can’t do 
much outside...” (R12-03)
“it was raining season at that time and guess what???? The area was
flooded...” (R16-05)
“You will need to keep the balcony doors shut all the time due to the 
heat/humidity” (R22-01)
5.7.3 Category 3: Employee Errors
Most of the service delivery transaction in resorts, generally involve interaction 
between guests and service providers either directly or indirectly. The employee error 
category concerns the problems related to employee behaviours or attitude whether 
intentional or unintentional. This category contains two sub-categories that are the 
attitude and action of staff pertaining to specific situation.
5.7.3.1 Attitude
By explanation, employees’ attitude means certain behaviour portrayed by staff either 
on purpose or accidentally, for example: rudeness, unfriendliness, do not understand 
request, etc)
“Attitude of staff is very disappointing....why do I say that?  Staff Just
seemed did not care at ali.. ..seems iike they are talking to their colieaques, 
instead...no warmth or respect towards guests.... " (R11-04)
“The manager was very rude and unhelpful on the phone and seemed to
be nonchalant and carefree about the whole thing....” (R13-03)
“During check-in, there was a large group checking in also... so it was a 
mess.... / can see that the staff were inexperienced at handling large
groups they were unfriendly and when guests started to asks things...they
did not know the answer and walked away” (R36-01 )
“I think the biggest disappointment about this resort is that the staff has
double-standards in treating its guests you know what I
mean...mmmmm, because we were locals, they weren’t very friendly, but 
they are very hospitable to outsiders, I mean foreigners....” (R25-01)
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S.7.3.2 Action
Problems concerning staff actions comprise of the act of staff doing something wrong 
or unexpected behaviour in an unhospitable manner or not doing something that they 
are expected to do. Examples include stealing things, throwing the bill to the 
customer, staff did not spray room beforehand, etc.
7 think the staff lack training the cleaner tried to come into my room
without knocking, luckiiythe security latch was on....” (R23-C3)
“Staff were also terrible during dinner ...at one time, they whipped our places 
away as soon as we had finished and were throwing our bili at us before we 
even asked for it... " (R26-C3)
“One of the hotei staff stoie my bag which contained my waiiet, important 
documents and Canon camera” (R30-C1 )
5.7.4 Category 4: Value
This category of incident involves the worth of the service received compared to the 
price paid. Incidents raised were commonly connected to customers evaluating star 
rating and price paid for example; hotel services not up to standard or expectation, 
rate very expensive or overpriced, services are below average for a 5 star, etc.
5.7.4.1 Star Rating
“I think the rooms are certainly not 4 s ta r that’s for sure,... would make it
down to a 3 star based on the rooms” (R5-C1).
“They advertise themselves as a sea of tranquility 5 star luxury hotel, and 
charge accordingly, but are below standard on a number of aspects” (R27- 
C1)
“Service and food are below average. Even spa treatments were below
average. I don’t think I wouid recommend this hotei to others unless you
are prepared for a 31/2 star hotel not 5.... ” (R29-C3)
5.7.4.2 Price
115
Noor Azimin Zainol____________________________________  Chapter 5: M ain Study One
“The total bili for our stay was amazingiy high. And we had an awful holiday in 
the resort.... ” (R3-C4)
“I should have rated it OK but i rate this as terrible simply because it is priced 
iike a 5 Star resort. At that price it is crappy” (R21-C1)
“The restaurants are overpriced. Don't eat in the resort, instead go to the 
Orientai Viilage nearby.... ” (R33-C2)
“I think the rates are rather pricey The room price was RM 500 per night,
although included a buffet breakfast.......you know what I mean....Happy to
go back again if the price was 20% lowerll” (R39-C2)
In addition to the classificatory schema, the results had provided an analysis of the 
demographic background of the respondents, and following the classificatory 
schema, an analysis of problem frequencies is reported. Other analyses undertaken 
concern analysis on the cross tabulations between the variables concerned, chi- 
square analysis, t-test and analysis of variance (Anova).
5.7.5 Other Findings -  Demographic Background
The personal backgrounds of the respondents are as highlighted in Table 4.3.
Table 5.1: Personal background
Frequency Percentage
Gender Male 24 60.0
Female 16 40.0
Age < 34 years 24 60.0
35 -  54 years 16 40.0
Origin (continent) Asia 24 60.0
Western 16 40.0
Travelling party Friends/Spouse 25 62.5
Family 15 37.5
Length of stay 1 -  2 night 8 20.0
3 - 6  nights 27 67.5
7 - 1 0  nights 5 12.5
First visit or repeat First visit 36 90.0
Repeat visit 4 10.0
Majority of respondents interviewed were maies (60%) and mostly aged less than 34 
years (60%). 60% of the respondents were from Asian countries with a large
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proportion coming from Malaysia and Singapore while European visitors dominate 
the Western visitors. Most of the respondents interviewed travel with spouse/partner 
and friends (62.5%) as compared to with a family (37.5%). In general, a large 
proportion of respondents stayed in the resorts between three to six nights (67%) 
which are a normal trend in a resort hotel duration of stay, due to it being leisure- 
dominant.
For the length of stay, one respondent recorded only a one night stay due to 
problems in the resort and had to check out earlier to seek better alternatives. This 
was also true with four cases in the two-night stays. Most of the respondents 
mentioned that their trip was their first visit through recommendations by friends, 
travel agents and websites, while only 10% of respondents who were all locals had 
their trip as a repeat visit.
5.7.6 Service Problems
Table 5.2: Resort problems classification overall frequencies
Category Frequency Percentage (%)
Group 1 : Service delivery system 
faiiure
Product probiems 28 22.0
Capacity issues 13 10.2
Slow/unavailable service 15 11.8
Layout 6 4.7
Group 1 total 62 48.7
Group 2: Natural environment
Animals 17 13.4
Noise 10 7.9
Beach 8 6.3
Weather 5 3.9
Group 2 total 40 31.5
Group 3: Empioyee error
Attitude 8 5.5
Action 4 3.1
Group 3 total 12 8.6
Group 4: Value
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Star rating 4 3.1
Price 9 7.1
Group 4 total 13 10.2
Total 127 100
The categorisation process has derived the service problems into 4 categories and
12 sub-categories. Table 5.4 shows the frequency and percentage of incidents that 
fall in each category. The first category, service delivery system failure, accounted 
the highest percentage with 48.7% of the incidents reported. The second category, 
natural environment, recorded the second highest percentage with 40%. The third 
category, which deals with employee error, has 12% while the fourth category, value, 
amounted 13%. From the table, it can be seen that the most reported problematic 
incident is regarding product problems, for example, room not cleaned, room dirty, 
air-conditioning not working, swimming pool is dirty, etc. This sub-category has 
dominated nearly a quarter of the whole incidents reported.
The second most reported incident deals with animal issues in the resort experience, 
amounting 13.4% of the total incident, with examples such as having insects in room, 
etc. Following this, slow or unavailable service recorded 11.8% of total incidents, for 
instance, pick-up service was late, slow at check-in, slow service in the restaurant, 
late room service, etc. The least reported incidents were concerned with employee 
action and star rating, both with the same percentage (3.1%) followed by weather 
(3.9%).
By far the two largest categories are the service delivery system failure and natural 
environment, with a total of 62 incidents and 40 incidents respectively and between 
them they accounted for 80.2% of the total incidents. The other remaining two 
categories are the smallest, with employee error, giving a total of 12 and value, with
13 reported incidents.
Attribution of Service Problems
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Table 5.3: Attribution of service problems
Frequency Percentage
Internal Management 105 82.7
External Animals 4 3.1
Noise 5 2.4
Beach 7 5.5
Weather 5 2.4
Nightiife/parties 1 0.8
Total 22 17.3
Total 127 100
Table 5.5 highlights the frequencies that respondents associate with attribution of the 
service problems they encountered. Weiner (1985) mentioned that customers tend to 
attribute the causes of a problem either internally (management’s fault) or externally 
(customer or others fault). From the above table, it can be seen that most of the 
causes of the problems faced by guests were the fault of the service provider 
(82.7%). It can also be seen that only 17.3% of the problems were caused by 
external factors, with factors of animals, noise, beach and weather, in the natural 
environment group, contributing the most. Perhaps this holds to be true as errors 
related to these elements are mainly out of our control.
Cross-tabulation and Chi-square Analysis
A series of cross-tabulation analyses are being done to relate the variables 
concerned to see whether there is any relationship between the various variables 
being asked. Chi-square tests were also being conducted to search for statistically 
significance difference between variables concerned.
Note: The variables under study are addressed in italics thereafter.
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Cross-tabulation between gender and main categories
* Note: Service deiivery system faiiure (SDSF), Natural environment (NE), Employee 
error (EE)
Table 5.4: Cross tabulation between gender and main category
Main Category Total
SDSF NE EE Value
Gender Female 19 16 6 7 48
Male 44 23 6 6 79
Total 63 39 12 13 127
Table 5.5: Chi-Square tests between gender and main categories
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 3.921(a) 3 .270
Likelihood Ratio 3.895 3 .273
N of Valid Cases 127
a 2 cells (25.0%) have expected count less than 5. T le  minimum expected count
4.54.
Males recorded the highest incident especially in service delivery system failure with 
44 incidents and natural environment with 23 incidents. However, the chi-square test 
reveals that the significant value is 0.270 and greater than 0.05, therefore it can be 
said that there is no statistically significant difference between male and female in 
terms of categorising and acknowledging service problems incidents. Male and 
female are in the same stand in acknowledging service problems when they are 
bound to happen and therefore both sides of gender should be treated equally in 
service delivery process.
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Cross-tabulation between age and main categories 
Table 5.6: Cross-tabulation between age and main categories
Main Category Total
SDSF NE EE Value
Age <34 30 20 11 9 70
35-54 33 19 1 4 57
Total 63 39 12 13 127
Table 5.7: Chi-Square tests between age and main category
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 9.190(a) 3 .027
Likelihood Ratio 10.561 3 .014
Linear-by-Linear
Association
5.365 1 .021
N of Valid Cases 127
a 0 cells (.0%) have expected count less than 5. The minimum expected count is 
5.39.
It is seen that respondents aged below 34 years old have the most reported service 
problems with 70 incidents reported, as compared to 35-54 years age. Moreover, 
results from cross-tabulation between age and travelling with, reveals that people 
aged below 34 years travel more with friends/spouse (55 incidents) as compared to 
travelling with family members (15 incidents).
There is statistically a significant difference between both age groups (0.027) as 
compared to the main categories. This means that people under 34 years and 
travelling with a spouse/friend are more sensitive to service problems and would 
acknowledge service problems more. Perhaps in this instance, people travelling with 
a spouse, largely people on a honeymoon trip or celebrating special occasions, were 
principally very sensitive on problems arising, whereas peopie traveliing with family in 
this case are less concerned due to being busy within the travel group.
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Table 5.8: Cross tabulation between age and travelling party
Travelling party Total
Family Friends
Age <34 15 55 70
35-54 36 21 57
Total 51 76 127
It can be seen that respondents aged more than 35 years and, on majority, travelling 
with famiiy, see slightly more problems with the service delivery system faiiures (33 
incidents) as compared to other categories. However, respondents aged beiow 34 
report the most service problems with more incidents reported in service delivery 
system failure and natural environment, although only slight difference to 
respondents above 35 years oid. It can be said that both age groups regard natural 
environment problems and core service problems as worth identifying.
Cross-tabulation between respondent’s origin and main categories
Table 5.9: Cross-tabulation between respondent’s origin and main categories
Main Category Total
SDSF NE EE Value
Origin Asian 41 17 7 4 69
Western 22 22 5 9 58
Total 63 39 12 13 127
Table 5.10: Chi-Square tests between respondent’s origin and main categories
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 7.733(a) 3 .052
Likelihood Ratio 7.818 3 .050
N of Valid Cases 127
a 0 cells (.0%) have expected count less than 5. The minimum expected count is 
5.48.
There is a slight difference in the counts of travellers from Asian and Western 
countries with regards to service problems. Asian travellers tend to be more prone to 
core service failures as compared to western counterparts. However, it is seen that
122
Noor Azimin Zainol Chapter 5: M ain Study One
western customers are slightly disturbed by the incidents of natural environment (e.g. 
insects, wildlife, noise) although this should be expected in a tropical island 
destination. Conceivably, lack of information and inadequate information seeking 
about the travel destination is supposed to contribute to this figure.
There is no statistical difference between origin of respondents and main categories, 
this means that both Asian and Western customers should be treated equally in the 
service delivery process as both types of customers would see problems arising.
Cross-tabulation between travelling with and main categories 
Table 5.11: Cross-tabulation between travelling with and main categories
Main Category Total
SDSF NE EE Vaiue
Travelling with Family 30 15 3 3 51
Friends 33 24 9 10 76
Total 63 39 12 13 127
Table 5.12: Chi-Square tests between travelling with and main categories
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 4.232(a) 3 .238
Likelihood Ratio 4.401 3 .221
N of Valid Cases 127
a 1 cells (12.5%) have expected count less than 5. The minimum expected count is 
4.82.
Respondents travelling with a friend/spouse were more prone to identify service 
problems in comparison to travailing with a family. Conceivably, this could be due to 
younger people bear less budget and seek for value for money trips. In addition, 
younger people might be less patient compared to older people travelling in a famiiy 
group. However, there is no statistically significant difference either between 
traveliing with famiiy and travelling with spouse/friends in terms of service problems 
identification. Again, this means that people travelling in both parties should receive 
the same level of service in the delivery process.
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Cross-tabulation between length of stay and main categories 
Table 5.13: Cross-tabulation between length of stay and main categories
Main Category Total
SDSF NE EE Vaiue
LOS 1-2 nights 10 7 7 1 25
3-6 nights 45 30 5 9 89
7-10 nights 8 2 0 3 13
Total 63 39 12 13 127
* Note: Length of stay (LOS)
Table 5.14: Chi-Square tests between length of stay and main categories
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 16.930(a) 6 .010
Likelihood Ratio 15.183 6 .019
Linear-by-Linear
Association
.316 1 .574
N of Valid Cases 127
a 5 cells (41.7%) have expected count less than 5. The minimum expected count is 
1.23.
Respondents spending 3-6 nights in the resort are seen to have experienced more 
service problems in contrast to respondents staying less than three nights and more 
than six nights. One reason is partly due to 67.5% of respondents were in this 
category, which does make sense of a resort hotel stay duration. Another reason 
perhaps is because of having experienced individual service events which adds up to 
the accumulation of service experience throughout their stay. This is also supported 
by the statistically significant difference of 0.010 which management should place 
more emphasis on service encounters on longer stays.
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Cross-tabulation between first visits or repeat and main categories 
Table 5.15: Cross-tabulation between first visits or repeat and main category
Main Category Total
SDSF NE EE Value
First or repeat First 53 37 11 13 114
Repeat 10 2 1 0 13
Total 63 39 12 13 127
Table 5.16: Chi-Square tests between first visit or repeat and main category
Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 4.816(a) 3 .186
Likelihood Ratio 6.088 3 .107
N of Valid Cases 127
a 3 cells (37.5%) have expected count less than 5. The minimum expected count is 1.23.
It is shown that first time visitors expect more in their resort hotel stay (zone of 
tolerance narrows) therefore resulting in a majority of service problems encountered 
in core service failures and naturai environment, whilst repeat visitors tend to have 
lower expectations because they have familiarised themselves with the surroundings. 
However, there is no statistical difference between being a first time visitor or a 
repeat visitor and the main categories of problems, which means that both groups 
are equal in identifying service problems although more emphasis should be focused 
upon first timers.
Cross-tabulation between main category and attribution 
Table 5.17: Cross-tabulation between main category and attribution
Attribution Total
External Internal
Main Category SDSF 2 61 63
NE 24 15 39
EE 0 12 12
Value 0 13 13
Total 26 101 127
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Perhaps one of the most sought outcomes of the study is the attribution of service 
problems encountered by the respondents. Service problem is either externally or 
internally attributed which indirectly relates to an individual’s zone of tolerance. It is 
demonstrated that the majority of service problems were associated internally with 
the exception of most natural environment problems connected to external factors. 
Perhaps this is an alarming sign that management had neglected the quality of core 
service that they should deliver.
Severity and criticality
Table 5.18: Descriptive statistics for severity and criticality
N Minimum Maximum Mean
Std.
Deviation
Severity 127 1 5 2.68 1.023
Criticality 127 1 5 3.47 .991
Valid N (listwise) 127
In comparing means, it is seen that respondents rate the criticality of the incidents 
higher as compared to severity of incidents. Most respondents regard the incidents 
as important (critical) as compared to the magnitude of the problem (severe). For 
example, ‘an excursion day trip had to be cancelled due to raining’ might not have a 
severe impact to the respondent but it can be an important agenda in the 
respondent’s itinerary. Also, ‘the bad condition of the beach or sea water’ might not 
be something severe but it might be something important if the respondent was to 
come to the destination because of the beach.
Frequency of ‘incident to overall’
Table 5.19: Frequency of ‘incident to overall’
Frequency Percent Valid Percent Cumulative Percent
Valid N 48 37.8 37.8 37.8
Y 79 62.2 62.2 100.0
Total 127 100.0 100.0
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Frequency of total incidents to overall 
Table 5.20: Frequency of total incidents to overall
Frequency Percent Valid Percent Cumulative Percent
Valid N 23 18.1 18.1 18.1
Y 104 81.9 81.9 100.0
Total 127 100.0 100,0
‘Incident to overall’ is defined as the specific or individual incident described by the 
respondents in relation to the total overall satisfaction of the stay, i.e. whether the 
individual incident affected the respondent’s overall satisfaction. ‘Total incidents to 
overall’ is defined as the combination of all incidents described by the respondents in 
regards to the overall satisfaction of the stay. Based on the individual incident to 
overall table, it is seen that 62% of the incidents have an effect on the overall 
satisfaction while nearly 38% did not affect overall satisfaction.
T-test
A series of independent sample t-tests were conducted to compare the severity and 
criticality scores with constructs of gender {male/female), age {below 34 years/above 
35 years), origin {Asian/ Western), travelling with {spouse or friends/famiiy), first visit 
or repeat visit, attribution {internal/external), individual incident to overall (yes/ no) 
and total incident to overall (yes/ no). It was found that there was no statistically 
significant difference between the mean scores of respondents with regards to 
constructs of gender, age, origin, traveliing party, first visit or repeat visit in terms of 
the severity of the service problems and criticality of the service problem.
However, there was a statistically significant difference between the mean scores of 
incidents attributed internally (M=2.8, SD= 0.913) and externally (M=2.15, SD=
1.255) in terms of the severity levels. This difference was significant at 95% level. 
There was also a statistically significant difference between the mean scores of 
incidents attributed internally (M=3.59, SD= 0.896) and externally (M=3.0, SD= 1.2) 
in terms of the criticality levels. This difference was also significant at 95% level. It 
can also be seen that respondents had, on average, rated criticality of service 
problems slightly higher than severity of problems through the means calculated.
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It was also found that there was a statistically significant difference between the 
mean scores of respondents answering yes on individual incidents to overall 
(M=3.19, SD=0.878) and respondents answering no on individual incidents to overall 
(M=1.83, SD=5.95) in terms of severity levels. It was also found that there was a 
statistically significant difference between the mean scores of respondents answering 
yes on individual incidents to overall (M=3.99, SD=0.725) and respondents 
answering no on individual incidents to overall (M=2.63, SD=0.761) in terms of 
criticality levels.
There was also a statistically significant difference between the mean scores of 
respondents answering yes on total incidents to overall (M=2.88, SD=0.988) and 
respondents answering no on individual incidents to overall (M=1.74, SD=5.41) in 
terms of severity levels. It was also found that there was a statistically significant 
difference between the mean scores of respondents answering yes on individual 
incidents to overall (M=3.71, SD=0.878) and respondents answering no on individual 
incidents to overall (M=2.39, SD=0.722) in terms of criticality levels.
Analysis of variance (Anova) tests
A one-way between-groups analysis of variance was conducted to explore the impact 
of a respondent’s length of stay and level of severity. A respondent’s length of stay 
was divided into three groups (Group 1: 7-2 nights stay, Group 2: 3-6 nights] Group 
3: 7-10 nights). There was a statistically significant difference at the p<0.05 level for 
the three age groups [F(2, 124)=3.87, p=0.23]. Post hoc comparison using the Tukey 
HSD test indicated that the mean scores for Group 1 (M=3.08, SD=1.256) was 
significantly different from Group 3 (M=2.15, SD=.801). Group 2 (M=2.64), SD=.944 
did not differ significantly from either Group 1 or 3. This result showed that the mean 
severity reduces by length of stay, that is from one night to many nights. The first 
time a problem happens, customers might be aware but after a while, problems are 
presumed to be prone of happening again and customers regard the problem not 
being something of severe impact anymore.
A one-way between-groups analysis of variance was also conducted to explore the 
impact of main categories and level of severity. Main categories were divided into 
four groups (Group 1 : service delivery system faiiure] Group 2: natural environment] 
Group 3: employee error. Group 4: value). There was a statistically significant 
difference at the p<0.05 level for the four main categories [F(3, 123)=5.041, p=0.002].
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Post hoc comparison using the Tukey HSD test indicated that the mean scores for 
Group 1 (M=2.49, SD=0.841) was significantly different from Group 3 (M=3.67, 
SD=.985). Also it was found that the mean scores for Group 2 (M=2.62, SD=1.2227) 
was significantly different from Group 3 (M=3.67, SD=.985). Group 4 (M=2.85, 
SD=.801) did not differ significantly from either Group 1, 2 or 3.
A one-way between-groups analysis of variance was also conducted to explore the 
impact of the main categories and level of criticality. There was a statistically 
significant difference at the p<0.05 level for the four main categories [F(3, 123)=3.86, 
p=0.011]. Post hoc comparison using the Tukey HSD test indicated that the mean 
scores for Group 1 (M=3.29, 80=0.812) was significantly different from Group 3 
(M=4.25, 80=866). Group 2 (M=3.44, 80=1.165) and Group4 (M=3.77, 80=1.013) 
did not differ significantly from either Group 1 or 3.
It was seen that respondents rated criticality as higher than severity of service 
problems, which was displayed through higher means between criticality and severity 
levels for all the main categories.
Correlations
A correlation analysis was done to determine whether both constructs -  severity and 
criticality have similar meanings. It was seen that there was a positive correlation 
between both constructs. This has given an understanding that one construct can be 
substituted by another as both constructs are considered to be having similar 
meanings.
5.8. Discussion of the Findings
Thé study has obtained a number of outcomes which provide evidence in answering 
the study objectives. Among the outcomes was the development of the classificatory 
schema for resort hotel service problems which was divided into four groups of 
categories, whilst having 12 sub-categories in between the groups. Respondents’ 
demographics were also described. Other findings include the identification of service 
problems frequencies according to categories and sub-categories, service problem, 
attribution frequencies and a series of analyses on different variables {age, gender,
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travelling party, origin, length of stay, first visit or repeat) using cross-tabulations and 
chi-square in relation to the main categories.
In terms of resort hotels service problems frequencies, it can be seen that service 
delivery system failure, which contributed the highest percentage of service problems 
encountered, were derived from the resort. The point here is that resorts can 
minimise the problems arising from core service problems where it is bound to be 
resort-related by having more stringent procedures in blueprinting service delivery 
process to overcome bottlenecks should it be seen to occur. Most of the problems 
reported are associated with product problems, e.g. rooms dirty, rooms worn and 
need refurbishment, decoration was poor, shabby rooms, swimming pool and 
recreation facilities are poorly maintained, etc. Management should have regular 
check ups and maintain all facilities at the highest level of standard at all times to 
minimise core service problems.
Having siow/unavaiiabie service, for example, waiting for water for more than half an 
hour, late room service, no airport pickup, etc and capacity issues, for example, 
buffet not replenished despite long queues, overcrowded pool area, same food 
served everyday, etc. are all core problems which call for urgent management 
intervention as these problems should not be happening in the first place. Having the 
majority of reported cases in this category gives rise to the urgent action needed as 
customers ultimately seek the core service first when patronising the resort. The 
same issue goes to employee error and value categories although they only 
constitute about 19% of total incidents. These are also resort-related issues which 
could be seen as a threat if not dealt with urgently.
In terms of employee error, although it depends largely on individual staff but it 
comes back to the organisational culture in cultivating the right service attitude to be 
portrayed by staffs. Lack of training is also one of the issues which should be 
addressed critically. No doubt problems are prone to arise due to unexpected 
circumstances. However, customers expect their problems to be solved not only as 
soon as possible, but also fairly. Giving empowerment to staff to deal with critical 
matters should problems arise is one great example of minimising problems and 
customer dissatisfactions. In addition, having necessary recovery actions to 
compensate problems encountered can also minimise customer annoyance and 
discontent.
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On the other hand, the second largest category of reported incidents was incidents 
regarding the natural environment - where animal, noise, beach or weather-re\a\e6 
issues are concerned. In contrast to the other three main categories, this category is 
mainly not resort-related, although a few respondents did refer a few incidents as 
internally responsible. This does make sense as the venue of the study is a tropical 
tourist destination which is surrounded by rain forests and beaches. Nothing much 
can be done by the resort but perhaps, to make customers expectations lowered 
before patronising the resort, more up-to-date information in terms of current weather 
conditions, current sea-water condition, or putting out more explanations regarding 
native wildlife is a brilliant step, so that customers would know what to expect during 
their stay. Having a lower expectation will eventually lead to less problematic 
incidents and thus less dissatisfaction.
Weiner (1985) mentioned that customers tend to attribute the causes of a problem 
either internally (management’s fault) or externally (customer or others fault). From 
Table 5.5, it can be seen that most of the causes of the problems faced by guests 
were the fault of the service provider (82.7%). Weiner (1985) also believed that 
perceived causality will differ from person to person and even within an individual 
across situations. This is undoubtedly based on individual perception referring to 
various surrounding factors. However, the service provider could play some part in 
minimising the error, for instance, in terms of mosquitoes or insects {animals sub­
group) by having more regular checks on insect repellents, having fogging around 
the premises, etc.
This is probably the reason why only four incidents were considered to be externally 
oriented while other guests blame the management on this issue. Nothing much can 
be done about wildlife around the resort premises, as usually these are scenarios to 
be expected or even sought by most resort guests who fancy a tropical resort in 
rainforest surroundings. Perhaps guests who complained about wildlife did not get 
enough information relating to the natural surroundings.
A series of results were derived from the cross-tabulations and chi-square analysis. It 
was found that there is no statistically significant difference between male and female 
responses in terms of categorising and acknowledging service problems incidents. 
Male and female responses are in the same stand in acknowledging service 
problems when they are bound to happen and therefore both genders should be 
treated equally in service delivery process. Although McColl-Kennedy et al., (2003)
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had touched on the issue of gender and service recovery, no empirical evidence has 
been found in relating the issue of gender and service failure or zone of tolerance. 
The same goes to Asian and Western customers where they should be treated 
equally in the service delivery process as both types of customers would see 
problems arising, although it was deemed that Asian travellers see more core service 
problems as compared to Western travellers.
It was also confirmed that customers traveiiing with friends/spouse or famiiy are also 
equal in service problems recognition, although people traveiiing with friends/spouse 
are more prone to identify service problems according to the results. First time 
visitors are more prone to see service problems compared to repeat visitors. 
Nonetheless, repeat visitors should be treated the same, as they are willing to come 
back to the same provider, although might have encountered a problem which means 
they are willing to give the provider a second chance. In this instance, as their 
tolerance level might be lower based on past experience, providers are in a better 
position to satisfy customers by creating a better service experience. This might 
prove to be a wise strategy to satisfy customers rather than delighting customers, 
which might pull their expectation levels higher in their future visits, which would 
suggest extra effort to be expected to comprehend their tolerance level.
Conversely, there is statistically significant difference between people under 34 years 
and above 34 years old age groups as compared to the main categories. Younger 
respondents who traveiied with spouse/friend{s) are more sensitive to service 
problems and would acknowledge service problems more. Perhaps in this instance, 
people traveiiing with a spouse, who were mostly on honeymoon trips or celebrating 
special occasions, were principally very sensitive on problems arising, whereas 
people traveiiing with a famiiy in this case are less concerned due to being busy 
within the travel group. Also, younger respondents might be constrained by budget 
and therefore are more price-sensitive.
It is demonstrated that the majority of service problems were associated internaiiy 
with the exception of most natural environment problems connected to external 
factors. Internal causes include factors inherent to the service provider, such as the 
amount of effort put into the delivery of the service or the skill level demonstrated in 
dealing with service situations (Sparks, 2001). Sparks (2001) further added that 
external causes include factors outside the service encounter, including activities of 
other people for example: other customers or even bad luck. Heider (1958) contends
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that in general, people will attribute causes of service breakdowns toward internal 
features of the service providers.
If a service problem is attributed internally, an individual’s zone of tolerance is said to 
be narrower, whilst if a service problem is attributed externally, an individual’s zone of 
tolerance is wider. Past research indicates that the value of customer attributions 
depend on the range of information available regarding the cause of the problem, 
including the frequency of the problem, perception of whether the problem is 
preventable or due to bad luck, and the extent to which the service provider tried to 
solve the problem or not (Bitner, 1990; Folkes, 1984). Perhaps this is an alarming 
sign that management had neglected the quality of the core service that they should 
deliver.
It was found that respondents staying between 3-6 nights experienced more service 
problems in their stay in contrast to those staying below three nights or more than six 
nights. A trip to a leisure destination usually involves staying over for a few nights in 
addition to inevitably having experienced more problematic service events, thus the 
accumulation of negative service encounters throughout their stay. It could be 
suggested that management should place more emphasis on service encounters on 
longer stays as more encounters could be seen as problematic.
‘Incident to overall’ is defined as the specific or individual incident described by the 
respondents in relation to the total overall satisfaction of the stay, i.e. whether the 
individual incident affected the respondent’s overall satisfaction. ‘Total incidents to 
overall’ is defined as the combination of all incidents described by the respondents in 
regards to the overall satisfaction of the stay. Based on the individual incident to 
overall table, it is seen that 62% of the incidents have an effect on the overall 
satisfaction while nearly 38% did not effect overall satisfaction.
However, when the incidents were added up and cumulatively rated to the overall 
satisfaction, it was found that nearly 82% of incidents affected total satisfaction of 
their stay as compared to only 18% which did not affect their stay. This has shown 
that individual incidents might not have a great impact on total satisfaction, 
nevertheless, as more problematic incidents occur during the remaining of the 
respondent’s stay, it has caused the zone of tolerance of respondents to narrow and 
something which might not be important might turn out to be critical, and hence might 
affect the total satisfaction even more. This has confirmed the notion made by
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Johnston (1995) that an initial failure in a service encounter can predispose 
customers to see more failures in the future.
Others are also in agreement with this (Sparks, 1991; Gwynee et al., 2000; Devlin et 
al., 2002; Severt et al., 2005). Verhoef et al., (2004) added that this is due to the 
value of these experiences which adds up to the total utility of the whole service 
experience. Cumulative evaluation of service experience is deemed as a critical 
factor to explain service loyalty (Olsen and Johnson, 2003). This has also supported 
the third objective of the study.
Apart from the findings of classification of service incidents, another major outcome 
from the interview was the discovery of new constructs which will influence a 
customer’s consideration of tolerance in acceptability of service problem(s). In line 
with the second objective of the study, it was found that many of the respondents 
touched on the price issue and being the sixth most ranked factor, it is considered as 
quite substantial to include in the proposed framework. In addition, star rating was 
also being raised by respondents which make both components of vaiue as the 
fourth category quite significant to be included. It is proposed that both factors be 
included under vaiue attribute and placed in the scope factor, as scope factors 
means external factors concerning an individual’s tolerance.
The vaiue attribute will replace the price attribute as it now consists of price and star 
rating. Most of the respondents mentioned dissatisfaction or disapproval regarding 
the price being charged for the product or service they consumed. This is supported 
by Sparks (1991) who agreed that the pricing issue is recognised as a common 
problem in service failure causes. Later, Keaveney (1995) stated that billing problems 
were identified as a major category of service failure in his study of different types of 
service providers, hence customers are inclined to switch providers.
In the meantime, length of stay was also being mentioned by the respondents during 
the interviews and it is suggested that it had an effect on the respondents’ 
experience, perception and overall satisfaction as they encounter different services 
during their stay. Length of stay is suggested to be positioned under the sequence 
factor as it is likely to provide evidence that an initial negative encounter will 
predispose individuals to see other encounters as potentially negative, a notion 
suggested by Johnston (1995). However, length of stay has been limitedly addressed 
in any literatures at hand. Other constructs being omitted are, customer involvement 
and time of the day, as it was not being mentioned by any of the respondents.
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5.9Conclusion
In general, this study, which has been conducted via CIT to explore whether 
constructs identified in the proposed conceptual framework are actually apparent in 
customer experiences during their recent resort hotel stay, has proved to be a 
suitable means to provide necessary data to support the study objectives. It was 
seen that the data gathered has supported most of the constructs identified in the 
conceptual framework, with the identification of newly emergent constructs which will 
be added to the conceptual framework, whilst the constructs not mentioned in 
customers’ stories were omitted, hence resulting in a revised conceptual framework.
Another result is the discovery of the resort hotel’s service problems classificatory 
schema which highlighted four groups of main categories with 12 sub-categories. 
Furthermore, it is confirmed that an initial negative encounter in the service 
experience will influence customers to see future encounters as potentially negative, 
hence narrowing customers’ zone of tolerance. This is in agreement with the former 
preliminary study result which also confirmed Johnston’s (1995) notion. To sum up, 
this chapter has provided an overall view of the development of research approach 
which has then lead to the methodology stage to conduct the main study. Based on 
all of these, a revised conceptual framework is then devised.
5.10 Revised Conceptual Framework
Figure 5.3 below highlights the revised conceptual framework.
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The revised conceptual framework is ready to be tested in a larger scale study which 
will inform the main focus of the whole project. This will be discussed in the 
subsequent chapter which will address the research design for the second stage of 
the quantitative phase of the main study.
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CHAPTER SIX 
MAIN STUDY TWO - TESTING QUANTITATIVELY THE 
MODIFIED FRAMEWORK: THE RESEARCH DESIGN
6.1 Introduction
The revised conceptual framework, as suggested in the previous chapter, is now 
ready to be tested in a larger scale study which will inform the main focus of the 
whole project. In general, it is accepted that there are two types of data collection 
methods -  qualitative and quantitative methods. According to Sekaran (2003), both 
methods have their advantages and disadvantages and a researcher should consider 
factors such as the research time-frame, the research context, the budget available 
to conduct the study, the type of data required, etc. in order to choose the 
appropriate data collection means. As previously stated in Chapter Four, this study 
will apply a combination of methods in exploring the under-researched area of 
individual acceptability and zone of tolerance.
Main Study One, as described in the previous chapter, has employed a qualitative 
technique via CIT and was seen as an appropriate source of data generation due to 
its exploratory aims. The second stage of the main data collection is proposed to 
apply a quantitative stance to complement the results obtained from the first stage of 
the study on a larger scale. This is due to a quantitative stance, arguably considered 
as the most commonly used method in leisure and tourism research (Veal, 1997). 
Veal (1997) further added that as tourism and hospitality is a mass phenomena, it 
relies heavily on quantified information for decision-making purposes, as it involves 
various sectors i.e. the government, commercial or non-profit establishments.
Therefore, the discussion that follows will encompass two chapters devoted to the 
quantitative phase of Main Study Two of this research. Specifically, this chapter will 
focus on the research design which explicitly describes and justifies the methods 
used in the third stage study -  the Conjoint Analysis. It will first describe the 
theoretical concepts and assumptions underlying the method used in Conjoint 
Analysis in general, which is then followed by the proposed specific approach. It will
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then focus on the instrument development in terms of its preparation and 
administration, procedures employed for conducting the questionnaire, the data 
collection issues and the interpretation of the results. The goodness of fit and 
validation of results will also be highlighted. Finally, the methods of analyzing the 
data collected are outlined.
The next section will discuss the theoretical background of Conjoint Analysis as a 
methodology which underpins the main focus of the study.
6.2 Conjoint Analysis -  Theoretical Background
What is Conjoint Analysis (CA)
In choosing products or services, individual’s need to know which characteristics of 
the products or services is important. This will inform the decision of selecting the 
right combinations that individuals prefer. Decision-making is something individuals 
do all the time and is part of consumer behaviour’s act. In order to make an informed 
decision, individuals will take into consideration surrounding characteristics to be 
weighted to come out with an optimal decision. Due to the various characteristics, 
one will always question what are the characteristics that are regarded as the most 
important and the ones that could be traded-off. Hence, in order to determine the 
important characteristics that customers prefer in products or services, a powerful 
and well-respected technique known as Conjoint Analysis (CA) could be employed.
CA, originally developed in the early 60’s by Luce and Tukey (1964), has been widely 
used in both commercial and academic research applications. According to Orme 
(2008), CA is the most rapidly growing and one of the most widely used market 
research techniques today. The term “conjoint” is said to be derived from the term 
“considered jointly” (McCullough, 2002), which illustrates the fundamental idea 
underlying the technique. CA has become a research tool with the primary purpose 
of modelling human behaviour during a consumer’s decision-making process. It is a 
method specifically designed to understand individual preference (Louviere, 1988) in 
any type of objects, namely products, services and ideas (Hair et al., 2006).
Various definitions have been forwarded by scholars regarding CA. Amongst the 
seminal definitions is the description given by Green and Rao (1971) which states 
that CA is a common and powerful way to operationalise multiple measurements on
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respondents for varying attribute levels. This is followed by Green and Srinivasan 
(1978) who further suggested that CA is a technique of analyzing which factors 
affects an individual’s judgment of preference by evaluating their responses on a 
combination of levels of attributes of products or services and collecting the relative 
importance of each attribute numerically. Gustafsson et al., (2003) claims that CA 
involves "the design of product profiles on the basis of product attributes specified at 
certain levels, and requires respondents to repeatedly choose one alternative from 
different sets of profiles offered to them"{p. 371). Hence, based on Gustafsson et 
al.’s, (2003) notion, products or services are defined in a limited number of relevant 
attributes or characteristics, each with a limited number of levels in a CA study.
Traditionally, CA is recognized as a quantitative market research technique that asks 
respondents to rank, rate or choose among multiple products or services, where the 
product is described using multiple characteristics. While CA is being widely used in 
other consumer behaviour and consumer choice situations, CA places more 
emphasis on the ability of the researcher to theorize about consumer’s choice 
behaviour. Orme (2008) further argues that CA is useful in any scientific or business 
field where measuring people’s perception or judgements is important
CA has become the most popular and effective way to measure a respondent’s 
preferences for simple to complex offerings (Orme, 2008) and has proven to be a 
powerful analytical tool (Murphy et al., 2000). This suggests that CA can provide an 
alternative to employ to a more realistic situation in the real world, portraying more 
accurate decision-making actions as human decision-making is undoubtedly 
complex. Further, determining which attributes that are important in certain products, 
services or ideas is essential for various reasons such as price setting, market 
segmentation, product optimization, new product design, competitive positioning, etc 
(Gustafsson, et al., 2003).
The key advantage that CA can offer is in the flexibility of its application while 
providing a substantial insight into the composition of consumer preferences and 
maintaining a high degree of realism (Hair et al., 2006). Being a flexible technique, 
CA also offers other advantages. Baek et al., (2006) reported that CA is proven to 
provide a strong predictive power regarding consumer choices. Simmons and Esser 
(2002) confers that CA is an insightful method and plays a major role in customer 
decision-making, whilst it also aids managerial strategy development. This is due to 
its flexibility which can be applied in all areas where decision-making is made. With
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its background underpinning the evaluation of a bundle of attributes of any set of 
objects (products, service or ideas), it depicts the contribution of each factor to 
consumer overall evaluation, which allows unlimited flexibility in examining either 
individual or aggregate reactions on products or services related issues. It can also 
analyse different models for each individual separately and is flexible in types of 
relationships (Hair et al, 2006).
The widespread use and acceptance of CA has encompassed a wide area of 
industries and almost every field of study (Hair et al, 2006). The widespread 
introduction of computer applications relating to CA, for example. Sawtooth Software, 
SAS, SPSS, Conjoint Analyzer, etc; that enabled the design, estimation and 
applications of CA, has proven the tremendous interest in this method and is shown 
to continue to develop within many research areas (Carroll and Green, 1995; Hair et 
al, 2006).
Questions CA Seek to Answer
As stated previously, CA is employed to model human behaviour in a decision­
making process. As such, it is a medium to constitute what individuals prefer, in a 
way to explore individuals’ preference of multi-attribute products in terms of what 
characteristics are important and to convey the trade-offs individuals are willing to 
make among the attributes involved. As such, individuals “evaluate the value of an 
object (real or hypothetical) by combining the separate amounts of value provided by 
each attribute” (Hair et al., 2005, p.464). Due to being a strong and flexible 
technique, researchers and practitioners have embraced CA as an effective 
technique for exploring individual preferences for multi-attribute products. This is also 
supported by Huber (1987) who suggested that CA is said to have attracted 
considerable attention as a method that portrays customers’ decisions realistically as 
trade-offs among multi-attribute product alternatives, hence leading to a prediction of 
customer choice.
According to Curry (1996), CA is a popular research technique that marketers use to 
determine what features a “new product” should have. Others have expressed their 
opinions of CA as a research technique that assesses different product or services 
attributes’ relative weights simultaneously (Hobbs, 1996; Krieger et al, 2005) while 
also measuring customers’ responses to a description of hypothetical products or 
services in a controlled and direct manner (Delleart et al., 1998) and understanding 
how customers develop preferences of products or services (Hair et al, 2006). Others
141
Noor Azimin Zainol__________________________________________Chavter 6: M ain Study Two -  Research Desisn
such as Gil and Sanchez (1997) have forwarded two basic assumptions for CA. 
Firstly, a service or product can be described as a combination of levels of a set of 
attributes and secondly, the attribute levels determines consumers’ overall judgment 
on the products or services.
Furthermore, CA offers other added functions. Whilst being very powerful, conjoint 
measurement is also widely used by researchers to understand the ‘impact’ of 
different aspects of a product or a concept (Krieger et al., 2005). Although the 
authors have not given a clear definition on what ‘impact’ means, it is implied that it 
might denote the relative importance that each attribute (and its levels) has in 
contributing towards the issue under study.
Hence, it can be implied that CA provides information about which attributes of a 
product are most important, what combinations of the attributes are most attractive 
and what are the trade-offs respondents are willing to make. CA is preferred over the 
other methods as it has been suggested by Koo et al (1999) that the traditional 
research techniques in assessing consumer preferences tend to treat each attribute 
independently whilst also having little information on how consumers are likely to 
make favourable or unfavourable decisions. While other studies tend to ask 
respondents to evaluate a single observed product or services, studies concerning 
CA tend to seek respondents evaluation on a number of product or services with 
varying attribute levels which better establishes the relative importance of service 
attributes (Danaher, 1997; Thyne et al., 2006).
CA offers various advantages over the other methods. Wansik and van Ittersun 
(2004) point out that CA is generally perceived as an easier task than answering 
independent questions that ask customers to estimate how much value they place on 
each attribute. Lewis et al., (1991) purported that asking customers what they 
considered to be important often shows highly skewed data which is often difficult to 
analyze. Adding further, Baek et al (2006) agrees that consumers’ reaction to multi­
attribute products is difficult to measure on interval or ratio scales. Lawson et al., 
(2006) further added that measuring attributes by rating them are subject to a ceiling 
effect. Levy (1995) is in agreement with Koo et al (1999) that respondents will 
engage in a realistic judgement before making a choice and thus will predict overall 
consumer preferences much better when employing CA than other research 
methods.
142
Noor Azimin Zainol______________________________________  Chavter 6: M ain Study Two  -  Research Desisn
With the encouraging advantages listed above, CA is preferred in identifying key 
characteristics in products or services as it proposed a decompositional method, 
which will be explained in the next section.
How CA Works
A notion made by Cattink and Wittink (1982) and Gustafsson et al., (2003) is that CA 
is an indirect decompositional method to measure customer preferences. By 
decompositional, it means that it estimates the relative importance of a product’s 
multi-dimensional attributes by deconstructing a consumer’s overall judgment about a 
set of complex alternatives into separate and compatible utility scales by which the 
original global judgment can be reconstituted. As such, a subject’s overall evaluation 
is decomposed to give utilities (or values) not only for each predictor attribute but 
also each level of the predictor attribute (Schaupp and Belanger, 2005).
CA is flexible and unique among other multivariate methods in the way that it first 
constructs a design in a specific manner, which consists of a combination of 
attributes and levels to be evaluated by respondents for their judgment. These 
combinations are known as product profiles and are constructed from the product 
attributes, each defined by a certain number of levels using a fractional factorial 
design. As the total number of attributes and levels could be overwhelming, for 
example hundreds or thousands of possible combination of attributes and levels, it is 
not feasible for the respondents to evaluate all of them. The fractional factorial design 
will select a fraction of the total combinations to be presented to the customers thus 
reducing respondents’ burden in evaluating them. Each separate attribute and level 
is valued by respondents “score” to each product profile. Realistic tasks are then 
performed by the individuals whereby the influence of each value of each attribute 
level can be determined from the respondents’ overall judgement.
A critical underlying concept in CA is that customers do not make decisions based on 
a single attribute but instead they take into consideration different combinations of 
attributes and perform a complex series of trade-offs before reaching a decision.
As suggested by Koo, et al., (1999), individuals are said to subconsciously evaluate a 
complex set of attributes before making any decision. They also do not consider each 
attribute singly and independently when making a choice but consider the whole 
range of product attributes in totality (Hu and Hiemstra, 1997; Koo et al, 1999; Baek 
et al., 2006).
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Application of CA, whilst interesting and offering a specialised approach specifically 
to understanding consumer decisions, is based on a number of assumptions being 
made up-front by the researcher (Hair et al., 2006) and also requires considerable 
up-front work in the design of the analysis itself (Hair et al., 2006; Orme, 2008). The 
underlying assumptions are the appropriateness of model forms chosen and the 
representativeness of the sample. The model form specifies the composition rule to 
be used, i.e. whether employing a main-effect model or an interaction effect model or 
both in a CA study. Sample representativeness is also another critical issue to be 
considered. Both are discussed in further details in the research design of CA in the 
following sections.
What Does CA Produce
The most fundamental concept in CA is the utility, which forms as a basis for 
measuring value which portrays subjective judgment of preferences unique to each 
individual (Levy, 1995; Orme, 2008). Furthermore, Hair et al., (2006) argues that 
utility represents the holistic value or worth of a specific object. A definition forwarded 
by Orme (2008) is that a utility is defined as “an economic concept that, when used in 
the context of conjoint analysis, refers to a buyer’s liking for (or desirability of) a 
product alternative or preference for an overall product concept” (p. 154).
Based on the definition posed by Gustafsson, et al., (2003), a CA design involves 
product profiles which are formed on the basis of product attributes specified at 
certain levels. Therefore, in order to be successful in defining a utility in a conjoint 
study, the object should be described in terms of its attributes and its levels in order 
to develop a combination of stimuli or tasks to be presented to the respondents. An 
attribute is an important factor or characteristic of the product, service, or idea under 
study. In addition, each attribute is “defined by its levels" (Hair et al., p.465), which 
represents a possible value for the particular attribute which allows the concept under 
study to be characterised by its attributes. An example would be having price and 
size as two attributes for a study on a fizzy drink preference. The price attribute might 
constitute three levels (£1, £1.30 or £1.60) whereas size might have two levels 
(500ml or 750ml).
Another critical concept under CA is the part worth. Part worth is the specific utility 
value for each of the attribute levels of the product, service or ideas. Part worth 
estimates are used to assess the impact of various levels on the product, service or 
idea’s preference. As CA is a decompositional technique, the influence of each
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attribute and each value of levels of the attribute on individual’s utility judgment can 
be identified from the individual’s overall ratings. The higher the score for a particular 
part-worth, the more desirable the level is. Finally, another important measurement in 
CA is the relative importance of the attributes. By this, it reflects the effects that each 
attribute has upon product choice, given the range of levels we included in the 
questionnaire. Hence, the overall utility of product profiles presented to the 
respondents is constructed by adding the preferences for the attribute levels.
Scholars have recognised the importance of utility and relative importance 
measurement in CA. Hair et al (2006) argues that the unique advantage of CA is its 
ability to represent the preferences of each individual in an objective manner via the 
part-worth utilities computed. Krieger et al., (2005) stated that in applying CA, 
consumers employ a mental weighting scheme to assign utility or impact values to 
the different concept elements. According to Murphy et al., (2000), the aim of CA is to 
identify the attribute combination which confers the highest utility to the customer. It 
can also predict the relative importance of attributes in terms of their contribution to 
total utility.
Further, the relative importance of the attributes could be established. Conjoint 
importance describes how much impact each of the attribute has on the decision­
making, which attribute carries the most weight and which ones individuals are willing 
to forgo (less preferred).
Some Examples of CA Studies
Success stories of CA abound. Conjoint measurement is said to receive enormous 
respect and is used in both academic and business worlds (Cattin and Wittink, 1982; 
Wittink and Cattin, 1989) with applications in new product development and customer 
satisfactions studies (Green and Srinivasan, 1978; Markham et al., 1999), travel 
industry (MacKenzie, 1992; Claxton, 1994; Dellaert et al., 1995; Timmermans, 1997) 
and has gained more interest in hospitality (Wind et al., 1989; Feliciano and Albisu, 
2006; Kim and Okamoto, 2006; Baek et al., 2006; Lee and Cranage, 2007).
This view is supported by Ding et al., (1991) who noted that although CA is fairly new 
in the hospitality industry, it is becoming well accepted, hence the increasing use of 
it. A seminal study in the hospitality industry would be the study by Wind et al., (1989) 
to design Marriott’s new hotel chain -  Courtyard by Marriot, which targeted selected 
market segments by positioning its services and designing its facilities. This study is
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regarded as one of the most complicated studies in the hospitality field as it 
encompassed 50 attributes and 167 levels under the attributes under study. In an 
earlier study of meeting planners decision on meeting facilities selection, Renaghan 
and Kay (1987) employed CA to determine the trade-offs that they would make. It 
was found that climate and lighting control are the two most important attributes they 
prefer in a meeting facility, whereas AV capabilities is regarded as the least 
important.
Lewis et al., (1991) employed CA to measure consumer choice among hotel 
weekend packages. The authors found that price was relatively the most important 
attribute for the consumers, whilst amenities was relatively the least important. Later, 
Hu and Hiemstra (1996) conducted a study employing CA to identify meeting 
planners’ preferences of hotel selection. Using Hybrid Conjoint Analysis (HCA), they 
discovered that the most preferred hotel attribute is for hotel operators to improve 
their meeting packages. These findings have provided an invaluable insight to for the 
hotel management to better understand their meeting customers’ preferences.
Until then, more studies have been done and published in the hospitality area 
including those conducted by Danaher (1997); Tucci and Talaga (1997); Koo, et al., 
(1999); Krieger et al., (2005); Yoo, et al., (2006); Kim and Okamoto (2006); Lee and 
Cranage (2007), and Njite et al, (2008).
While known to be widely used in marketing (Batsel and Lodish, 1981; Louviere and 
Woodworth, 1983), conjoint methodology is said to be employed in other areas 
including transportation (Louviere, 1988; Bates, 1998), tourism and recreation 
(Louviere and Timmermans, 1990; Delleart et al., 1995; Krieger, et al., 2005), 
shopping behaviour (Opperwal et al., 1997; Opperwal and Timmermans, 1999) and 
education (Soutar and Turner, 2002). It has also has some root in food-related 
studies (Murphy et al., 2000; van der Pol and Ryan, 1996; Ness and Gerhardy, 1994; 
Feliciano and Albisu, 2006) and medical industry (Markham et al., 1999).
Application of CA in This Study
Based on the literatures and the advantages it confers, it is agreed that employing 
CA will portray a more realistic situation in the real world, thus allowing more 
accurate decision-making to be made. A traditional survey cannot be realistic as it 
only asks which attribute is important. The main objective of the study is to establish
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the main effect and the joint effect of a number of independent attributes on the 
binary dependent attribute of acceptability/ unacceptability. Hence by adopting a CA 
methodology in the context of what people see as unacceptable, will aid in 
determining which attributes are most influential for people to see things as being 
unacceptable. As such, CA not only describes but also predicts what or which 
attributes and levels are acceptable and vice versa, thus assisting the operation to 
rectify the problem before happening in the first place.
Based on these encouraging notions, it could be concluded that CA provides 
information about which attributes of a service event are most important, what 
combinations of the attributes are most attractive, what are the trade-offs 
respondents are willing to make, and further yield utilities that indicate which 
attributes are preferred under each individual service event displayed and which 
attribute is contributing most towards the dependent attribute under study.
While logistic regression (LR) could be another alternative to be employed here, CA 
was deemed to be more sophisticated in its analysis as it could clearly convey the 
main effects and the interaction effects between the attributes and their different 
levels and the relative importance of these attributes in terms of their contribution to 
the acceptability/non-acceptability decision. This ‘customer tolerance calculus’, hence 
will inform which factors are most likely to be seen as contributing towards things 
being seen as failures. As compared to LR, it only identifies the predictive power of a 
set of attributes whilst also assessing the relative contribution of an individual 
attribute towards the dependent attribute.
As stated in Chapter Four, the “Customer Tolerance Calculus” (CTC) concept is 
introduced, which took into consideration the factors influencing the acceptability of a 
certain service problem before it can be acknowledged as being a failure. The term 
“calculus” is defined as a combination of various attributes which is suggested to 
have some influence on individual tolerance levels. In reality, customers always need 
to employ a thorough calculus in what is acceptable and vice versa. Determining 
which combinations of attributes will have an influence on a customer’s preference, 
affecting their tolerance calculus regarding service problems, should lead to the 
identification of what constitutes failure in an individual’s mind.
Another advantage of applying CA in this study is that it gives an opportunity to 
simulate which demographic segments are more prone towards seeing things as
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being unacceptable, based on the individual results projected. Therefore this proves 
to be insightful towards a managerial perspective. For the researcher, its 
practicalities lie in the identification of the most preferred combination of attributes 
whilst aiding in understanding customer preferences. By understanding the 
combination of attributes that have the most utilities (hence acknowledging failures), 
it enables service providers to more effectively design service delivery process and 
identify which market segment is more prone to acknowledge service problems and 
hence formulate avenues to win potential customers and increase customer loyalty.
Unlocking which attribute or combination of attributes leads to things being 
unacceptable will inevitably determine what are factors the customers consider as 
highly attributable to failure. As such, it aids in measuring resort hotel customers’ 
evaluation of service problems to help resort management to better understand their 
customers’ expectations, in what is seen as unacceptable and thus, failure.
6.3 Conjoint Analysis -  The Research Framework
Various researchers have indicated various steps in conducting a CA study (Green et 
al., 1981; Hair et al., 2006; Churchill, 1995). In summary, they all have agreed that it 
comprises of six major steps as follows: 1) selecting relevant attributes, 2) identifying 
each attribute’s relevant levels, 3) configuring attribute-level combinations/ profiles to 
be investigated, 4) selecting data collection method, 5) collecting and analysing the 
data and finally, 6) validating and interpreting the results. On a similar view, van de 
Pol and Ryan (1996) stated that there are five stages in the development of a CA 
study: 1) establishing the attributes, 2) assigning the attributes levels, 3) establishing 
which scenarios to present to respondents, 4) establishing preferences and 5) 
estimating total and marginal utilities.
In designing a CA study. Hair et al. (2006) has proposed a CA diagram which 
generally encompasses seven stages to be considered in executing a CA study. The 
stages concerned are: 1) specifying the objectives of the CA study, 2) addressing the 
issues related to the actual research design which consists of selecting the right CA 
methodology, designing the stimuli, specifying the model form and data collection 
issues, 3) making assumptions on the CA study, 4) estimating the conjoint model and 
overall fit, 5) interpreting and validating the conjoint results and finally, further 
applications of the conjoint results.
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This study will adapt the framework proposed by Hair et al, (2006). This is due to the 
explicitly detailed attention it gives in the description of the process which provides 
specification in executing the research. Previous email correspondences and 
recommendations given by Bryne Orme, Sawtooth Software’s developer and 
president, were also referred to, as this study will employ Sawtooth Software 
application in constructing its instrument and data analysis. Figure 6.1 below 
describes the framework of the process taken to design and execute the study 
underhand. The discussion follows on the step-by-step measures based on the 
framework outlined in order to design and implement the main study.
Figure 6.1: The Conjoint Analysis Diagram
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Pilot Study of the Instrument
Figure 6.1: The Conjoint Analysis Diagram
Identify Research Objectives Under Study
Research Problem
Choosing a Conioint Methodologv
Choice-Based Conjoint
Specifying the Basic Model Form -  
Main Effect and Interaction Effect
Designing Choice Tasks
Creating a Profile Tasks -  Subset of Tasks 
via the Orthogonal Array Function
Instrument Design
Selecting and Defining Attributes and 
Levels
Designing Choice Tasks
Choosing a Presentation Method 
- Full Profile Method
Instrument Design
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Revised Instrument
Data Collection Process
- Personal Interviews
Validating the Conioint Result
Internal Validity 
External Validity
Choice Simulator -  Demographic 
Segmentation Analysis
Application of Conioint Results
Aggregate vs Disaggregate Results 
Relative Importance of the Attributes
Interpreting the Results
Assumptions of the Conioint Analvsis 
Design
Appropriateness of the Model Form 
Representativeness of the sample
Evaluating the Conioint Model’s Goodness 
of Fit
Aggregate vs Disaggregate Assessment 
Assessing Reliability 
Assessing Predictive Accuracy
Source: Adapted from Hair et al., (2006)
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6.4 The Objectives of Conjoint Analysis
As previously stated, CA is a multivariate technique which is useful to assess an 
individual’s judgment by evaluating people’s responses on the combination of levels 
of attributes under study. Hence, one key characteristic in specifying the objective of 
the conjoint study is to identify the key determinant attributes under study, as they 
are pivotal to the actual judgment decision. Another key issue is to accurately apply 
the appropriate model of how customers combine the values of individual attributes 
into overall evaluations of the concept under study.
To recap, the study’s main aim is to identify the factors that contribute to resort hotel 
customers’ determination of what leads to service failures based on the concept of an 
individual’s acceptability. Specifically its purpose is to explore what are the attributes 
that influence an individual’s acceptability in assessing a service encounter, in this 
instance, service problems which will lead to the identification of what is acceptable 
and what is not. The factors that have been identified in the literature review and 
exploratory study done previously that are likely to influence the customers’ 
perceptions of the acceptability or unacceptability of service problems, are identified 
as the nature of the problem itself, issues of criticality, attribution and price, issues of 
timing and personal factors.
Therefore, based on the advantages that have been highlighted in the theoretical 
background of the employability of CA, it is proposed that CA is the most suitable 
research method to be applied, which would allow the researcher to identify the 
relative contribution that each of these factors might play for a range of different 
service problem scenarios.
6.5 The Design of Conjoint Analysis
Designing a conjoint study is perhaps the most important phase in conducting a CA 
research (Hair et al, 2006; Orme, 2008). Thus particular attention should be given to 
the issues surrounding the construction and administration of the conjoint study. As 
previously stated by Hair et al., (2006) and Orme (2008), the design and 
implementation of CA requires considerable up-front work in the design of the 
analysis itself, in order for it to be reliable and successful, as compared to the other 
multivariate methods. Although is said that the conjoint technique tends to be
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complex in terms of its design and implementation (McCullough, 2002), the 
advantages it confers could be overwhelming. A researcher is faced with numerous 
issues in terms of conjoint research design (Hair et al., 2006) and these will be 
discussed in the following sections.
6.5.1 Selecting a CA Methodology -  The Choice-Based Conjoint
CA consists of three basic methodologies to be employed in order to answer any 
particular research question (Orme, 2003; Hair et al., 2006) and all these 
methodologies have their own advantages and disadvantages They are known as 
the traditional conjoint, adaptive conjoint or the choice-based conjoint. According to 
Hair et al., (2006), the choice of which methodology to be used is dependent upon 
the basic characteristics of the proposed research, namely the number of attributes 
identified, level of analysis, choice tasks involved and the permitted model form that 
is either concentrating on the main effect or interaction effect.
According to McCullough (2002), the first step towards employing a CA method is to 
pick up the most appropriate method according to the researcher’s particular 
objectives and circumstances, which thus also most closely mimics the study 
environment at hand. This study has opted to apply choice-based conjoint 
methodology to carry out the third stage study. This is due to the main underlying 
objective of the study, that is to identify what are the attributes that people think might 
lead to things being a failure, whilst also being suggested by Orme (2009) through 
email correspondences being made and the availability of the software to properly 
analyze the data collected (refer email in Appendix 6). Choice-based methodology is 
said to provide more realism in the choice task whilst also bearing an over-riding 
objective of understanding the respondent’s decision-making process and evaluative 
judgment.
The foundation of the development of choice-based conjoint is the multinomial logit 
estimation technique, which represents a more complex methodology as compared 
to the other conjoint methodologies. Choice-based conjoint offers respondents with a 
series of choice sets which closely mimics the actual decision-making process. It 
asks the respondents to choose one option from several competing products or 
services (Cohen, 1997, Orme, 2008, Hair et al., 2006). The most apparent advantage 
of choice-based conjoint over the other methodologies is that consumers simply do 
not rate or rank each alternative on a rating scale prior to choosing but will simply
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choose the best options after considering trade-offs factors to express their 
preferences (Orme, 2008). Huber (1997) argues that choice tasks are more 
immediate and concrete than ranking or rating tasks. In this study, choice tasks show 
sets of scenarios, and mimic reality of decision-making when customers are faced 
with a problematic situation generally encountered in resort hotel settings.
A notion forwarded by Delleart et al., (1995) on the explanation of conjoint choice 
method is;
"Conjoint choice models are based on the assumption that consumer choices 
can be modelled as a process in which attributes of the alternatives relevant 
to a given choice are evaluated in terms of the utility that they represent to 
the consumer. The part worth utilities associated with each of the attributes 
are then assumed to be cognitively integrated into overall utilities, after which 
the alternative with the highest overall utility is selected”.
Choice-based CA has been gaining popularity (Stuhl, 1994) and is described by 
Orme (2008) as the most widely used conjoint-related technique in the world. Among 
the studies employing a choice-based approach are Batsell and Lodish (1981); 
Louviere and Woodworth (1983) in the marketing areas, Louviere, (1988) and Bates, 
1988) in the transportation industry, tourism and recreation (Louviere and 
Timmermans, 1990; Delleart et al., 1995) and shopping behaviour (Oppewal and 
Timmermans, 1999).
Choice-based model provides a measured judgment of understanding the 
respondent’s decision-making process whilst also predicting consumer behaviour in 
the marketplace. In addition, a choice-based method allows for the inclusion of a 
“none” choice which depicts the traditional way of people not wanting to purchase or 
choose among the concepts presented, which in this study reflects the unacceptable 
stance of respondents making a judgment of not accepting the scenario presented. It 
also offers inherent face validity as it asks respondents to choose a full profile 
stimulus from a set of alternative stimuli that is better known as choice sets.
Choice-based conjoint also offers other benefits as compared to the other methods. 
An added advantage of employing a choice-based approach is the additional realism 
in actual reality and the ability to estimate interaction terms which can further be 
analysed either at the disaggregate level (individual respondents) or aggregated
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across respondents. Therefore, from these results, the contribution from each factor 
and factor-level interaction can be estimated. Njite et al., (2008) state that predicting 
and examining customer choice is very difficult and elusive and thus understanding 
customer preferences proves to be important to develop an insight into a consumer’s 
choice.
CA is forecasted to endeavour continued growth with the development of alternative 
methods of constructing the choice tasks for consumers whilst also estimating the 
conjoint models, especially with the acceleration of computer programmes that 
integrate the entire process (Carroll and Green, 1995; Hair et al, 2006). As such, the 
introduction and development of Bayesian Estimation in choice-based conjoint 
methodology has allowed for a more widespread use of choice-based conjoint as it 
permits individual level analysis and is more conducive to be used in other 
applications (Andrews et al., 2002, Lenk et al., 1996; Sawtooth Software, 2003).
Estimating individual-level utilities, which was done by computationally intensive 
Bayesian Estimation, was now been introduced until the late 1990s and has proven 
to lead to more accurate predictions (Orme, 2008, Hair et al., 2006). McCullough, 
(2002) agrees that Hierarchical Bayes estimation allows for individual utilities 
estimations which are otherwise not apparent in the rating-based format, hence 
preferred nowadays, due to its more natural questions formats and the ability to 
handle interaction terms.
Another imperative advantage of selecting a choice-based approach is the ability to 
represent interaction effects and the complex inter-attribute relationships does 
provide greater insight into the actual choice process. The advancement of computer 
applications in conjoint choice-based programmes, particularly with the Bayesian 
Estimation, has assisted in the research design and model estimation, and hence the 
interpretation has aided the implementation of this method (Sawtooth Software 200). 
It is indeed believed to "hold great promise for increasing the interpretive and 
predictive capabilities thus adding a distinctive component in understanding 
consumer preferences" (Hair et al., 2006, p.523). Due to the complex analysis that 
needs to be conducted in terms of the main effects and the interaction effects 
amongst the attributes involved, the choice-based methodology is more favourable 
and believed to be the appropriate approach to be used.
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According to Hair et al. (2006), the choice tasks presented should take into 
consideration the total experience whilst also suited to the study settings. This has 
supported the notion of the development of choice tasks under study where it has 
portrayed hypothetical examples of problematic scenarios that resort hotel customers 
mostly experience when staying in a resort. It is in the opinion of the researcher that 
it is of great value as the choice tasks mimic reality where the respondents get to 
view different combinations of levels of attributes and perform a heuristical decision 
on whether the scenario is being regarded as acceptable or not, just like processing 
the actual real-life situation which resort hotel customers generally face during their 
stay in a resort.
6.5.2 Designing a Choice Task - Selecting and Defining Attributes and 
Levels
Following the identification of a suitable methodology to be adopted, the next critical 
issue centres on the composition and design of the stimuli, or also known as the 
choice tasks to be presented to the respective respondents. This will involve 
identifying the attributes and also the levels under the attribute in order to define the 
utility to be measured. It is agreed that the underlying theory of CA proposes that 
customers view products/ services as composed of various attributes and levels. In a 
conjoint task, different hypothetical services are specified as bundles of attributes 
with specific levels. Therefore, the impact of each attribute and level can be 
estimated upon overall product preferences by observing how respondents evaluate 
products in response to the change in attribute levels.
The most demanding task in a conjoint approach is to specify the attributes and 
levels in a specific design. This is held true by Yoo et al., (2006) who mentioned that 
a critical decision in conducting a CA methodology is the attribute selection. Claxton 
(1994) suggested that the attributes to be used in the analysis must be important 
characteristics to the situation. In a similar note, a few alternative approaches are 
recommended to determine the relevant attributes to be used in the proposed study. 
Liljander and Strandvik (1993) mentioned that these are collected via experience, 
earlier studies, theories or a qualitative pilot study. Renaghan and Kay (1987) 
discussed that the best way to do this is through exploratory researches via focus 
groups or in-depth interviews.
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Hair et a!., (2006) depicts that when operationalizing attribute and levels, the 
researcher should ensure that the measures are both ‘communicable’ and 
‘actionable’ as they affect the effectiveness of the conjoint tasks and the accuracy of 
the results. By being ‘communicable’, the attributes and levels should be easily 
communicated for a realistic evaluation, whilst ‘actionable’ is explained as being 
capable to be put into practice, distinct and represents a concept that can be 
precisely implemented (Hair et la., 2006). The number of attributes to be included 
directly affects the statistical efficiency and reliability of the results. As such, adding 
attribute to a conjoint study almost always increases the minimum number of conjoint 
tasks to be answered whilst also having to generate more tasks if an interaction 
effect is required.
The same goes for the issues regarding levels determination whereby the number of 
levels, the balance in levels between factors, and the range of levels within an 
attribute all has a distinct effect on the evaluations by respondents (Hair et al., 2006).
As mentioned, the identification of attributes and levels are achieved via experience, 
earlier studies, theories or a qualitative pilot study (Liljander and Strandvik, 1993). 
This study has established its attribute firstly through a critical review of the 
literatures and then the attributes were confirmed via the critical incident study done 
in the second phase of the entire research process. The study, which was done 
qualitatively through personal interviewing of resort hotel customers in Langkawi 
Island, has confirmed eight important attributes that have emerged during the 
interview process. Based on the interviews also, the differing levels under each 
attribute were also determined.
The confirmed attributes are shown in the table below.
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Table 6.1: Table of attributes and its levels
Attribute(s) Level (s)
Service event SDSF, NE, EE and Value
Criticality/ Severity High or Low
Attribution Internal or external
Value High or Low
Length of Stay 1-2/ 3-5/ more than 6 nights
Travelling party Friends/Spouse or Family
Single experience FE or EP
Prior experience First or Repeat
Source: Author
However, a notion made by Moskowitz and Krieger (2003) specifies that CA is 
bounded by its limitation in terms of the number of independent attributes it can 
handle, with between 30-50 independent attributes to work reasonably well. The 
number of attributes in the profile is important because too many attributes make 
respondents confused, causing denial or no response (Suh and Gardner, 2004). 
Nevertheless, this study has only determined eight attributes and nineteen levels to 
be included in the conjoint tasks so it has not surpassed the precaution made by 
Moskowitz and Krieger (2003) and deemed feasible to be conducted.
6.5.3 Specifying the Basic Model Form
According to Hair et al., (2006), a key benefit of CA is its ability to represent many 
types of composition rule relationships in the conjoint variate. Generally, there are 
two types of composition rule effects to be employed -  the main effect and the 
interaction effect. The specification of the type of composition rule in this study to 
confer to the customers’ preferences of part-worth utility are the main effects and the 
interaction effects. The main effects are defined as a direct impact of each attribute 
while interaction effects represent the unique impact of various combinations of 
attributes towards the independent variable under study.
The advantages of employing only the main effects are that it requires fewer 
evaluations from the respondents, hence making it easy to obtain estimates from 
them. However, it is depicted that the interaction effect is a more accurate 
representation when respondents utilize more complex decision rules in evaluating a
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concept (Hair et al, 2006). Hence, this study will apply both the main effect and the 
interaction effect, as its primary purpose is to discover not only the factors 
contributing towards things being unacceptable, hence leading to identification of 
factors being regarded as contributing to failures in resort hotels, but also to 
determine the combination of factors that lead to the same cause. In addition, the 
complex decision-making which requires judgmental and heuristic calculus in the 
respondents’ mind will benefit for the interaction terms to be evaluated.
6.5.4 The Instrument Design
Having determined the composition model, the next stage of the conjoint research 
design deals with issues regarding the design of the instrument and the data 
collection. This involves the type of presentation method for the conjoint tasks, the 
number of profiles to be presented, the design of the instrument and finally the 
method of data collection. This is also a critical step as it is based on the presentation 
of the attribute combinations to the respondents being as efficient and realistic as 
possible to depict the actual situation under study.
Presentation Method
Hair et al., (2006) has outlined three presentation methods generally associated with 
CA. They are the trade-off method, the full-profile method or the pair-wise 
comparison method. The trade-off method compares attributes two at a time by 
ranking all combinations of levels and was the most widely used method in the early 
introduction of CA. However, it was bounded by a lot of drawbacks such as the 
sacrifice in realism by only using two factors at a time and the tendency of confusing 
respondents of having to evaluate a lot of profiles to cover a lot of attributes. The 
pair-wise comparison method compares two profiles with respondents having to 
evaluate the comparison by rating one profile over the other. It does not, however, 
portray all attributes under study. The full-profile method, on the other hand, 
describes all the attributes under study in a full stimulus and in fact the most popular 
method being used in conjoint studies nowadays.
The choice for which method is to be used not only depends on the extent of 
customer processing being performed during the conjoint task but also the type of 
estimation process being employed. This study has opted to employ a full-profile 
method in the presentation of its conjoint tasks. This is due to the perceived realism
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and its ability to reduce the number of comparisons being made. Other advantages 
include a more realistic description achieved by defining a specific level of each 
attribute and a more explicit portrayal of the trade-offs among all attributes (Hair et 
al., 2006). Although each task seems to be more complex in presentation and could 
sometimes bear information overload, it elicits fewer judgments as compared to the 
other two methods.
A full-profile method involves the evaluation of one stimulus at a time by the 
respondents. The attributes and its concerning levels supposing to be described in 
the full profile presentation will portray a scenario which resembles a normal 
problematic issue that resort hotel customers generally encounter during their stay in 
a resort hotel. As described in the previous section, there are eight attributes with 
nineteen levels involved between them to be combined for the customers to make an 
evaluative judgment. By right, this will result in 768 possible combinations of conjoint 
tasks to be processed by the customer altogether (4x2x2x2x2x3x2x2).
However, it is not practical for the respondents to answer all 768 combinations as this 
is indeed an overwhelming task to be performed. As CA is becoming more popular 
with the wider use of computer application software, this software has developed a 
function of compressing all the attributes and levels into suggested profiles with the 
orthogonal array function to come out with a manageable set of combinations called 
profiles for the respondents to access. This is where CA has an advantage compared 
to the other multivariate techniques. The attributes and levels identified are inputted 
in the software and the software will then compute all the attributes, hence coming 
out with a suggested profile to be developed consisting of any one level of the 
attribute. This process was done randomly so as not to get the same set of levels to 
be presented in the profiles.
As previously mentioned, this study has employed Sawtooth Software application to 
design and execute the study based on the advantages it confers. Each question is 
referred to as a profile or a choice task, in this study adopted as a scenario with a 
combination of levels of attributes which were randomly generated by Sawtooth 
Software. Each choice task contains a different combination of levels as generated 
by the “balanced overlap method” function under the “randomly constructed design” 
in the Sawtooth Software application, which is favoured by many researchers as it is 
easy to implement and confers robust characteristics. This is due to the fact that a 
vigorous estimation of all effects can be obtained when so many different
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combinations are presented especially when presented over a large sample of 
respondents, as in this study. It is believed that the choice-based conjoint random 
design generally results in very efficient designs (Sawtooth Software manual, 2009).
Other underlying advantages of employing a “balanced overlap method" is that it 
portrays a minimal overlap where each attribute level is shown as few times as 
possible in a single task whilst also providing level balance, where each level of an 
attribute is shown approximately an equal number of times. Furthermore, it conducts 
an orthogonal function whereby attribute levels are chosen independently of other 
attribute levels so that the level’s effect may be measured independently of all other 
effects. It would also not permit duplicate concepts within the same task. In addition, 
it was strongly suggested to use this method when the goal is to estimate both the 
main effects and the interaction effects in the proposed study (Sawtooth software 
manual, 2009).
Based on this function, full profile tasks involving one level from every attribute of the 
study are computed. These are then constructed into generally encountered 
hypothetical problematic scenarios to be presented to the resort hotel customers by 
the researcher. Hence, a full profile task in this study consists of a problematic 
scenario with eight attribute levels. Although it is mentioned that a full profile study 
should ideally contain no more than six attributes (McCullough, 2002), if the tasks 
presented are simple and familiar to the respondents, more than six attributes are 
worth including (Orme, 2009). The critical issue here is to define the tasks as simple 
enough to be understood by the respondents.
This agrees with the study’s intention to present the respondents with a familiar 
scenario which resort hotel customers generally encounter during their stay in a 
resort hotel. While other designs such as the partial profiles and the hybrid design 
are also considered, McCullough (2002) added that full profiles designs are generally 
more preferred to partial profile designs, as they tend to accommodate interaction 
terms more easily, require fewer samples and are more familiar with researchers. 
Likewise, full-profile designs are also preferred over hybrid designs, as the latter 
couldn’t accommodate interactions terms.
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Creating a Stimuii
The next issue is how many profile tasks is ideal to be presented to the respondents 
in order to answer the objective of the study. Studies had shown that more than 20 
tasks can be given to the respondents without a degradation of the quality of the 
data, (McCullough, 2002) although it is largely dependent on the number of attributes 
displayed, a customer’s involvement in assessing the category in addition to the 
respondent’s familiarity with the terms used. The length of the questionnaire prior to 
the conjoint section is another criterion to be considered. As the questionnaire will 
straight away lead the respondents towards the conjoint tasks and the respondents 
are familiar with the tasks presented (as they are normal circumstances that 
respondents experience in a resort stay), these assumptions are supported. 
McCullough (2002) has also stressed the importance of keeping the questionnaire as 
simple as possible, with a clear and concise definition of concepts to ease the 
understanding of the respondents. Hence, 20 profile tasks are roughly agreed to be 
constructed and presented to the respondents.
A recent review of conjoint studies found that respondents are said to be able to 
complete up to 30 choice tasks, however the quality of data is questionable beyond 
the limit (Sawtooth Software technical paper, 2003; Johnson and Orme, 1995). 
Respondents are said to become less reliable and less representative of the 
underlying reference structure after this limit, hence the fewest possible tasks are 
preferred whilst not jeopardizing the efficiency of the estimation process. A pre­
testing is required to assess respondents’ burden, the method of administration and 
above all, the acceptability of the choice tasks presented (Hair et al., 2006).
Having decided the profiles to be presented, the next step is to develop the 
questionnaire based on the levels randomly identified. Consequently, the choice- 
based study will consist of 20 choice tasks to be presented to the respondents and 
each scenario will be expressed in a full profile presentation consisting of any one 
level of the eight attributes under study. Before the questionnaires are ready to be 
tested on the actual field study, it is highly recommended that the design be tested 
for its efficiency.
These factors were then inputted into Sawtooth Software’s CA software which 
generated a random combination of attributes at their different levels (profiles) from
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the orthogonal array function. These raw combinations were then transformed into 
real-life scenarios, describing a common problem that resort hotel customers might 
experience during their stay. A pre-testing is done to identify whether the instrument 
developed is understandable whilst also having the main purpose to answer the 
objective of the exercise; that is, whether it is reliable and feasible to identify the 
attribute(s) that contributes towards things being seen as unacceptable. McCullough 
(2002) suggested that it is always feasible to pre-test conjoint studies prior to 
conducting the main study to confirm a respondent’s comprehension. This is 
necessary to confirm the clarity of the wordings, the scenarios presented, the 
sequencing and also the layout of the survey. It also acts for verification of 
ambiguous meanings or misleading terms.
6.5.5 Pilot Study of the Instrument
The pilot instrument to be pretested consists of two sections. The first section is the 
twenty scenarios while the second section is the demographic profile of the 
respondents. The pilot instrument starts with a cover letter stating the purpose of the 
exercise in brief and how the questionnaire will look. This also aims to make known 
the objectives of the study while also explaining the steps that the respondents 
should perform in answering the questionnaire. Respondents are also advised that 
they will have to answer twenty scenarios in section one and state whether they 
regard the scenario as acceptable or unacceptable after reading and understanding 
each scenario. A brief explanation of the terminologies used is also forwarded to help 
guide the understanding of the respondents so that they will have the same 
operational definition in answering the scenarios to avoid respondent bias.
At the end of each scenario, each respondent is asked whether the scenario is 
regarded as acceptable or unacceptable in their opinion. This is where the 
respondent’s evaluative judgment makes sense towards answering the research 
objective. After all the 20 scenarios are presented, the next section is collecting the 
background information of the respondents. The demographic background questions 
consist of the age, gender and nationality questions. These questions are explicitly 
made simple so as not to prolong the survey time as the respondents had evaluated 
the 20 scenarios beforehand. In addition, there is not much data to be depicted by 
the demographic information and it is deemed to be sufficient for the analysis to be 
made.
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Finally, at the end of the questionnaire, respondents are asked an additional question 
on what are their perceptions after answering 20 scenarios beforehand, in terms of 
whether they think it is acceptable (OK), or having to answer too much, or just 
enough. The purpose of this question is simply to act as a constant in addition to 
evaluate whether the respondents find that answering 20 scenarios is burdening or 
causing fatigue.
An example of a scenario is given below, with a randomly generated combination of 
attribute levels of employee error, internal attribution, later problems, travelling with 
friends/spouse, staying for more than six nights, higher price and a repeat visit.
“You arrive at the reception and your room is not ready. You regard this situation 
as very critical as you had along drive there and you think that the management 
should be at fault. This situation is the first problem that you encountered in this 
trip as everything goes well along the journey to the resort. You are travelling with 
your spouse for 3-5 nights. This is an expensive resort and you have stayed in 
the resort before”.
The remaining nineteen profiles created are then developed into scenarios and ready 
to be tested in a pilot study. A full sample of the questionnaire for the pilot study is 
provided in Appendix 8.
Thirty-eight pilot respondents were being randomly selected among fellow 
researchers and faculty members in various departments at the University of Surrey 
to take part in the pilot survey. The participation was on a voluntary basis. This is 
deemed reliable as these respondents are mature personnel and have at least had 
an experience staying in a resort hotel before. The participants were asked whether 
they encountered any difficulties in understanding the structure of the instrument, and 
whether they find any difficulties in answering the scenarios presented. The 
participants were asked to complete the questionnaire and observations regarding 
the length of time taken were recorded, either by the researcher or by the participants 
themselves. The respondents who could not finish the questionnaire at that time are 
asked to revert back at a later time convenient to them.
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6.5.6 Results of the Pilot Study
All 38 pilot respondents have given their utmost cooperation and successfully 
answered the questionnaire. To recap, a pre-testing is done to identify whether the 
instrument developed is understandable, while also having the main purpose to 
answer the objective of the exercise; whether it is reliable and feasible to identify the 
attribute(s) that contributes towards things being seen as unacceptable. Based on 
the 38 pilot respondents, the analysis identified four attributes as having the highest 
impact on the acceptability/unacceptability calculus. These were the 
severity/criticality of the incident, the duration of guest stay, whether this was a first or 
repeat visit and the attribution of the problem’s source. This has made clear that the 
result obtained has, so far, been in favour of the objective of conducting the pilot 
testing, which confirms that the instrument is feasible to be employed.
However, the analysis showed such a strong correlation with the severity/criticality 
attribute, as most of the respondents expressed the issue of criticality/severity of the 
problem as having a potential bias towards their evaluative judgment towards the 
scenario being acceptable or unacceptable. After considering this issue, it was 
decided to remove this attribute from the scenarios in order to remove the bias that 
had been introduced. On average, the respondents took about fifteen to twenty 
minutes to complete the questionnaire. In addition, other issues and constructive 
feedbacks to be taken into consideration are highlighted.
Among the feedbacks given are to add other nationalities in the demographic section 
and to mention the duration of the stay in the resort hotel. One interesting issue 
raised by some of them is the issue of having things as being regarded as acceptable 
and unacceptable at the same time to them in the same scenario. This proves to be 
interesting as this is the imperative concern to be analysed, which again serves the 
purpose of the conceptual underpinning of the study, whereby people have to employ 
a calculus in determining what is seen as acceptable or unacceptable, hence 
affecting their tolerance.
The results from the pilot study suggested that individuals understood the CA 
questions posed and answered them in a meaningful way. The constructive 
feedbacks given were beneficial to the researcher in terms of the severity and 
criticality constructs formulated in the scenarios, which led them to be seen as 
leading to a perception bias. Therefore, it was decided that the severity and the
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criticality construct were omitted from the scenario development for the main 
questionnaire. Other necessary adjustments were also being made in terms of the 
structure and layout of the instrument to be employed in the main field study.
6.5.7 Revised Instrument
Based on the feedback from pilot-testing, a modified version of the instrument has 
been developed to be employed in the main study. The severity/criticality dimension 
was removed from the scenarios but added as a respondent total evaluation of each 
scenario. This is done by having respondents to rate each scenario in terms of its 
severity and criticality in a five-point scale being “1 -  less severe (critical) to 5 -  more 
severe (critical)”. Furthermore, the question on “severity” was replaced by “How do 
you rate the magnitude of the problem on your overall hotel stay?”. The same was 
applied to the term “criticality”, where the question asked is replaced with “How 
important do you think the problem affects your stay?”. These changes are deemed 
necessary and more relevant to portray an accurate meaning of “severity” and 
“criticality” of the scenarios. In addition, the demographic background was decided to 
be put in the first section of the questionnaire so that data on the respondent’s 
profiles can be obtained in the first hand rather that putting it at the end of the 
questionnaire, where it might be lost due to respondents opting to not complete the 
questionnaire.
This has left only seven attributes with seventeen levels in between them to be 
tested. Further analysis of the results also suggested that to improve the precision of 
the analysis, a total of twenty-five scenarios would be the optimum. This is achieved 
by conducting an “advanced design efficiency test” in the choice-based analysis, 
which is strongly suggested by the software if the survey were to be done by paper 
and pencil and due to the fact that there are only two alternative choices to be made 
by the respondents -  whether the scenario is acceptable or unacaceptable (Sawtooth 
Software manual, 2009).
It is said that optimally efficient choice-based designs can estimate all part-worths 
with optimal precision, where the standard errors of the estimates are as small as 
possible, given the sample size (respondents x tasks presented), the number of 
product concepts displayed per task and respondents’ preferences. In order to 
measure the precision of the design, it is recommended that the standard error of the 
main effect is below 0.05 while the standard error of the interaction effect is below
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0.10. Hence twenty-five tasks are more favoured as it produced the level of standard 
errors required. The result of the design efficiency test is attached in Appendix 8.
As mentioned, the questionnaires are agreed to be distributed via face-to-face 
interviews due to the advantage of having a high completion rate whilst also aiding 
the respondents in any misinterpretations. Sawtooth Software has certain 
specifications and assumptions in developing a personally administered 
questionnaire. Respondents are forwarded with a uniquely generated version of the 
questionnaire if the data is collected via online or other methods due to all the 
possible combinations of the tasks being stored in the software’s databank. However, 
this is not the case if conducted via paper and pencil interviews. It is assumed that 
only a few versions of the questionnaire are created and the target respondents will 
be randomly assigned to take one of the different versions of the questionnaire. Each 
version of the questionnaire includes different compositions of attribute levels within 
the choice tasks. It is conferred that the overall design efficiency is greater when the 
larger the number of unique tasks in a design pool is generated.
It is therefore recommended that enough versions of the questionnaire are included 
in the whole survey so that the number of random choice tasks multiplied by the 
number of questionnaire versions is greater than or equal to 80 (Sawtooth Software 
manual, 2009; Orme, 2008). Furthermore, email correspondences with Bryme Orme 
itself have proposed that the minimum suggested tasks to be included should be 
more than 18. As this study has decided to test 25 tasks to be presented to the 
respondents, this has supported the suggestions being forwarded, where 25 tasks X 
4 = 100, which is greater than 80.
Moreover, four versions of the questionnaire will provide a large enough design to 
efficiently measure the main effects and interaction effects for a choice-based design 
(Sawtooth Softare manual, 2009). Therefore, four randomised versions of instrument 
were finally developed with twenty-five scenarios in each version ready for the main 
data collection. Finally, the instrument is done in English due to the complicated 
issue of translation and back-translation with one hundred different scenarios to be 
interpreted, while it is also assumed that the respondents are well-versed in English. 
A sample of the revised questionnaire for Version 1 is provided in Appendix 10.
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6.5.8 Study Population and Sampling Issues
According to Sekaran (2003), the study population should be correctly targeted so as 
to obtain successful analyses. Population refers to the “peop/e, events or things of 
interest that the researcher wishes to investigate" (p.265). However, it is almost 
impossible to gather all the elements in the population to be investigated due to 
reasons of time constraint, budget limitation, etc. A sample of the population is 
regarded as appropriate to represent the population under study. Hence, the 
population under study are resort hotel customers in Langkawi Island in Malaysia and 
the sample will be a subset of the whole population of resort hotel customers in 
Langkawi Island.
Sekaran (2003) noted that when time or other factors, rather than generalizability, 
become critical, non-probability sampling is generally used. Therefore, due to the 
constraint of the accessibility from the resort hotels concerned, the limitation of the 
research budget and also time limitation, this study has opted to apply non-probability 
sampling. This sampling method is assumed to be appropriate to be used since it 
provides specific condition to be applied to select the sample of study, that is -  
customers who have recentiy stayed in a resort hotei.
According to Denscombe (2007), non-probablity sampling may be used in a study 
where the researcher has a specific criterion of how and why people get included in a 
study. He further added, it may also be due to the researcher not having enough 
information about the population to undertake probability sampling for the particular 
sample. It is difficult to determine the total population of resort hotel customers in 
Langkawi Island as the total number of guests are only presented in an overall 
statistic governing all lodging establishments. Purposive sampling, a segment under 
non-probability sampling, will be employed due to its purpose to "obtain information 
from a specific target group who can provide the desired information which conforms 
to the criteria set by the researcher"' (Sekaran, 2003, p.277). Roscoe (1975) 
proposes that between 30 to 500 samples size are considered appropriate for a 
study. Furthermore, he stated the sample size should be several times higher as 
large as the number of attributes used in a multivariate study.
Although there is no clear answer as to the required sample size needed in a conjoint 
study, McCullough(2002) suggested that a conjoint model can be reliably estimated 
with samples as low as 75 regardless of the conjoint technique employed. Orme
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(2008) suggested that around 300 respondents are appropriate for the choice-based 
conjoint study done via paper and pencil interviews. He further added that data from 
300 respondents will provide enough stability to be measured. Hence, it is decided 
that the study will collect around 350 respondents to adhere to the suggestion made 
by Orme (2008) with a target response of 90 respondents on each variant.
6.5.9 The Data Collection Process -  Personal Interviews
The next step in the data collection stage is the survey administration to the targeted 
respondents. There are a few alternatives of collecting data and the more traditional 
way in CA is via personal interviews. However, the recent development in the 
interviewing methods has enabled other types of collecting data through mail, 
telephone or even computer-based survey, with the advancement of technology. 
These methods are said to achieve feasible predictive accuracy if the survey is 
designed to ensure that all respondents can assimilate and process the concepts 
properly (Akaah, 1991). The conjoint tasks are said to be simplified by the usage of 
computerised interviewing, thus also feasibly allowing the administration of the full- 
profile designs (Witt and Bernstein, 1992; Orme and King, 1998). Furthermore, Orme 
and King (1998) had also demonstrated the reliability and validity of a full-profile 
conjoint study done over the internet.
In terms of data collection method, it is noted that the choice of which method to be 
employed largely depends on compromises of available budget, time frame of 
research, type of data required, research context, etc. As such, it was decided that 
the data collection will be done via personally administered questionnaire distribution, 
as it bears a few advantages. Among the advantages is that it takes a shorter time to 
be completed, whilst also allowing the researcher or data collector to add in any 
question clarifications from the respondents (Sekaran, 2003). Sekaran (2003) added 
further that it requires less skill and is also less time-consuming compared to the 
interviewing method. Personal interviews also usually bear a higher response rate. In 
addition, as this study will ask respondents to give their evaluation on a problematic 
scenario and not to answer the normal type of questionnaire that respondents usually 
gets, this is an ideal opportunity to introduce the research topic and other specific 
terminologies to the respondents, hence motivating the respondents to complete the 
questionnaire.
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The data collection process was conducted for two and a half months (approximately 
ten weeks) during the end of February until the middle of May 2009. Eight hundred 
questionnaires were distributed in total. Two resorts had given the accessibility for 
the researcher to collect the data from their customers. A total of 23 resort hotel 
establishments, which consist of three star ratings and above, are included in the 
data collection process. As the data collection was done via paper-and-pencil mode 
and four versions were being generated, there was a need to divide the data 
collection into four teams to cover the whole area consisting of resort hotel 
establishments in Langkawi Island. With this, stratified sampling of the area was 
done with each group; which consisted of two research assistants, and via face-by- 
face interviews. Also, the division of group functions as a means to get a balanced 
proportion of respondents based on the four versions of questionnaire generated.
According to Hair et al (2006), a personal interview is a preferred method due to the 
possible complexity of the choice tasks and also the advantages it confers, as 
previously discussed. In addition, having a cover letter prior to respondents 
answering the questionnaire acts as a debriefing strategy in order to explain the 
whole exercise and guide respondents towards the realism of the choice tasks 
presented.
This section has not only described in detail the procedures and characteristics of the 
instrument design and data collection issues but also justifies the approached being 
used. The next section will discuss the assumptions of the CA design as the next 
stage of the CA decision diagram.
6.6 Assumptions of the Conjoint Analysis Design
One unique advantage of applying CA is having the least restrictive set of 
assumptions associated with the model estimation (Hair et al., 2006). Most of the 
tests performed in other dependence multivariate methods are not necessary in 
applied in CA as it boasts a structured design in addition to the generalised nature of 
the model (Hair et al, 2006). Statistical tests performed in the other multivariate 
techniques, such as the statistical test for normality, homoscedasticity and 
independence tests are not required for CA.
However, CA is highly dependable on the conceptual assumptions made earlier in 
the design of the study. That is, the specification of the general form of the model that
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is to investigate the main effect or the interaction effect or the combination of both, in 
the research design, as the development of the conjoint tasks builds upon this 
essential criterion. Once the design is completed and data are collected, alternative 
models are not viable to be tested. Hair et al., (2006) purported that "CA, while 
having very few statistical assumptions, is theory-driven in its design, estimation and 
interpretation (p.501)”, hence, the model form and the research must be conceptually 
designed accordingly for it to be successful. The practical issues during 
implementation of the study need to also be taken into consideration.
This study is based on the underlying conceptual assumptions of investigating the 
main effect and the interaction effects among all the attributes of the study to confer 
to the objectives of the study. Moreover, the design of the task presented in terms of 
the actual problematic scenario that resort hotel customers generally encountered, 
has somewhat simplified the task under study, which also facilitated the data 
collection efforts.
Many of CA’s results will be attributable to the basic assumptions made during the 
design and implementation of the study. Therefore, it places more weight on the 
ability of the researcher to theorise about the consumer’s behaviour in decision­
making and evaluative judgment. Hence, the basic assumptions made during the 
course of the design are imperative.
6.7 Goodness of Fit of the Conjoint Model
As stated previously, it was agreed that a choice-based conjoint method to be 
applied in this study. In assessing the goodness of fit of a conjoint model, it was 
suggested that Bayesian Estimates be applied, as it posed certain distinct 
advantages (Huber, 2006; Orme, 2006). Bayesian analysis is an alternative 
estimation procedure relying on probability estimates derived from both the individual 
cases as well as the sample population that are combined to estimate the conjoint 
model (Gelmen et al., 1995). It was found that Bayesian estimation is as comparable 
or even superior from its traditional method counterparts for both part-worth 
estimation and predictive capability (Andrews et al., 2002).
According to Huber (2006), Hierarchical Bayes is proven to be more stable and more 
accurate in predicting both the item chosen and the choice shares in the choice- 
based experiments. This is due to "conditioning a person’s actual choice by the
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aggregate distribution of preferences wiii lead to a better choice prediction, and that 
the distribution of coefficients for each individual is both more realistic and more 
informative than a point estimate" (Huber, 2006, page 1).
Perhaps the greatest advantage in Bayesian analysis is the estimation that allows for 
conjoint models to be estimated at the individual level with fewer choices from each 
individual which is done by “borrowing” information from other individuals. This has a 
perfect fit as the choice-based model used in this study as it utilises individual level 
estimates whilst also having 25 choice tasks for each respondents to answer, thus 
providing ample information borrowing to lead to a more accurate goodness-of-fit 
estimation. In addition, Bayesian estimation approach takes into account a 
respondent’s heterogeneity issues, where there is expected to be variations across 
individuals if the model is estimated at the disaggregate level (Michel et al, 2002).
Although Bayesian estimation is said to pose some drawbacks in terms of requiring a 
large sample size of typically 200 or more respondents due to its dependence on the 
sample for estimates of prior probabilities (Hair et al, 2006), this is not the case for 
this study, as it has accumulated a total of 250 valid datasets. Another setback is that 
it requires substantially more computing resources because it takes an iterative 
approach in estimation, therefore needing more time of maybe up to several hours of 
computation depending on how complex the estimation would be. However, the use 
of the Sawtooth Software programme, which is computationally-intensive, had 
somewhat mitigated this issue for a quick estimation to be conducted, which took 
only about 45 minutes to be processed.
CA results are assessed for accuracy at both the individual and aggregate levels with 
the main objective to ascertain how consistently the model predicts the set of 
preference evaluations (Hair et al, 2006). The role of a goodness-of-fit measure is to 
assess the quality of the estimated model by comparing the actual values of the 
dependent variable(s) with values predicted by the estimated model. Higher 
goodness-of-fit values indicate a better fit (Hair et al, 2006). However, values that are 
exceedingly high (that is very close to 100%) may not reflect a good fit but rather an 
indication of the respondents might not be following the choice tasks correctly.
Based on the manual, the goodness-of-fit for the model assessed is derived from 
“percent certainty” (Pet. Cert), which dictates how much better the solution is than 
chance, as compared to a “perfect” solution (Hauser, 1978). The “percent certainty”
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is a good indicator of goodness-of-fit of the model of the data. It typically varies from 
zero to one, with the value of zero means that the model fits the data at only a 
chance level while a value of one means a perfect fit. After the estimation and 
iteration has been completed, this study has set the score of goodness-of-fit of model 
of 0.83 for both main effects and interaction effects. This has proved to be 
satisfactory for a goodness-of-fit indication for the models estimated, thus also 
providing the predictive accuracy for the models.
6.8 Validation of the Conjoint Results
According to Hair et al (2006), validation of conjoint results must occur at two levels 
that are the internal validation and external validation. Internal validation is defined as 
testing whether the appropriate composition rule has been selected, in other words 
whether main effects or interaction effects are to be employed or both. Further, the 
authors stated that the researcher is typically restricted to assess the validity of only 
one selected model due to the high demands of data collection to test both models. 
However, prior to conducting the main study, a pre-testing study has successfully 
provided useful and reliable responses, although it has applied both models (main 
effects and interaction effects) as these models are deemed necessary to answer the 
research objectives. Therefore, internal validity is achieved for the models 
concerned.
Conversely, external validation involves the ability of CA to predict actual choices in 
terms of the sample representativeness issue. It also functions to assess the 
predictive validity of the results generated by the study in the actual setting.
Relatively few studies have discussed the external validation issues in CA. Among 
the studies is a study which confirmed that CA closely corresponds to the results 
from traditional concept testing, one of the accepted methodology of predicting 
customer preferences (Tumbusch, 1991). Others have looked into the predictive 
accuracy for consumer electronics and groceries purchases (Huber et al., 1999; 
Orme and Heft, 1999).
Orme (2006) has stated that it is imperative that the sample is a representative of the 
population, especially if further analysis concerning market segmentations is to be 
conducted. The sample targeted in this study are resort hotel customers who have 
stayed in the resort for more than one night and it is deemed as representative of the 
population as it has employed a purposive sampling technique where only resort
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customers are selected. This study has together gathered 344 sample datasets 
which was deemed reliable in the first instance after the first data cleaning stage, 
however, due to the academic restrictions, only 250 datasets are available to be 
analysed. There is no doubt that the datasets represent the actual population, as 
before the interview could be carried out, the respondents were asked screening 
questions on whether they are staying in a resort or have stayed in a resort before, 
which resembles the purposive sampling being conducted. Therefore the external 
validation of the conjoint result is supported.
6.9 Interpreting the Results
The results for any CA study is usually interpreted as disaggregate, which means 
each respondent is modelled separately. As such, the results of the model which 
consists of part-worth estimates and the assessment of the relative attribute 
importance are examined for each individual. Aggregated results, on the other hand, 
is a result which is pooled together among all the respondents to derive a certain 
value. Individual results are said to be more accurate and reliable, especially with the 
use of Hierarchical Bayes estimation, as they are done individually among all the 
respondents (Huber, 2007; Orme, 2008, Hair et la., 2006). According to Hair et al 
(2006), aggregate analysis should not be used as the only method of analysis but the 
researcher should identify the primary purpose of the study and employ the 
appropriate level of analysis or a combination of the levels of analysis where 
appropriate.
The explanation of part-worth estimation and the relative importance of attribute 
follow. In a CA study, the most common method of interpretation of results is the 
assessment of part-worth estimation for each level of the attributes. Part-worth 
estimates are typically scaled to an arbitrary additive constant within each attribute. 
The arbitrary origin on the scaling within each attribute results from dummy coding in 
the design matrix. The higher the part-worth for each level, the more impact it has on 
the overall utility. Part-worth result interpretation has offered a unique advantage of 
applying CA as it confers the ability to present individual preferences on the subject 
under study in a objective manner (Hair et al., 2006). Hence, this has assisted in 
people’s evaluation of what they judge as attributes contributed towards leading to 
the determination of failure. Therefore, service providers could act on those attributes 
in terms of producing actual strategies taking consideration of the factors concerned 
(Simmons and Esser, 2000; Ofek and Srivinasan, 2002).
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On the other hand, the relative importance of an attribute is the attribute with the 
greatest contribution towards the overall utility (based on the part-worths computed). 
This is done by considering how much difference each attribute could make in the 
total utility of a product. Relative importance depends on the particular attribute levels 
chosen for the study. Importance value is usually expressed in a percentage term, 
where thé importance value of each attribute is converted into percentages summing 
to 100% by dividing each factor’s range by the sum of all range values.
The discussion that follows is regarding the data collection issues. This section will 
describe the process of collecting the data which further resulted in an agreed valid 
respondent sample for further analysis.
6.10 Data Collection Issues
As previously mentioned, the data collection was being held for about ten weeks, 
commencing from end of February 2009 until the middle of May 2009 in resort hotels 
in Langkawi Island, Malaysia. Altogether 800 questionnaires were being distributed 
during the ten weeks period. The data collection has resulted in a total of 374 
questionnaires being collected back, with Version 1 amounting 91 responses.
Version 2 accumulating 98 responses. Version 3 having 90 responses and Version 4 
amounting 95 responses. However, 30 questionnaires were discarded after omitting 
the bad respondents in terms of major missing data, etc. which has resulted in 344 
valid questionnaires and a return rate of 43%. This has proved to be satisfactory 
since the required sample of dataset needed is around 300 respondents to be 
reliable (Orme,2008). The distribution of data is provided in table 6.2 below.
Table 6.2: Distribution of data for each version of questionnaire
VERSION 1 VERSION 2 VERSION 3 VERSION 4
Frequency 91 98 90 95
However, due to the academic restriction that is posed in the academic licence in 
Sawtooth Software licencing to the University of Surrey, it has only allowed a 
maximum of 250 respondent data to be inputted and thus analysed. A few other 
alternatives have been suggested in order to get all the dataset analysed, however 
this has also received unfavourable implications due to time, funding and 
accessibility constraints. Based on these constraints, this has finally resulted in the
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analysis of only 250 data out of the 344 responses to adhere to the maximum limit of 
analysis allowed. Although only 250 respondent datasets were analysedpthis has 
received a favourable resultjience providing a reliable, valid and useful analysis. Irji 
addition, the restricted 250 limitation of the academic licence is believed to have^ 
somewhat set the limit for any analysis to be done thus providing valid results..
In order to get the best 250 responses out of the 344 dataset, another data cleaning 
stage was held. To achieve this purpose, all responses with missing data were 
discarded from all the four questionnaire versions. By this, 10 responses were 
omitted from Version 1 followed by 15 responses discarded for Version 2.12 
responses were omitted for Version 3 and finally 14 responses taken out from 
Version 4. This has led to a total of 51 responses being omitted altogether with the 
remaining figure of full dataset of 293.
In order to round up to achieve the 250 dataset as required, a random selection of 
responses from each version were removed, with the 10*^  response of each version 
removed and the process repeated until an approximate balance of respondents per 
version was accomplished. By this method, 19 responses were removed in Version 
1, 20 responses were taken out in Version 2, while 16 responses were deleted in 
Version 3 and finally 18 responses were removed in Version 4. This has at last 
resulted in the 250 datasets required for further analysis to be conducted.
Table 6.3 below shows the finalised distribution of data obtained.
Table 6.3: Finalised distribution of data obtained
VERSION
1
(N=91)
VERSION
2
(N= 98)
VERSION
3
(N= 90)
VERSION
4
(N= 95)
2"  ^stage
data
cleaning
Removed responses 
(with missing data)
10 15 12 14
Random selection of 
the 10^  ^response
19 20 16 18
Final frequency 62 63 62 63
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6.11 Data Analysis Procedures
Data analysis method is an integral part of the research design. It is noted that the 
selection of the right statistical methods depends on the nature of the data and the 
relationship between the method and the research objectives. This section describes 
the procedures for data analysis that will be discussed in more detail in the following 
chapter. The data analysis will involve a few sections as outlined below:
1. The demographic of the respondents
This section will highlight the respondent’s demographic background based on four 
questions posed, including age, gender, nationality and the frequency of international 
travel per year. The purpose of this section is to give a general overview of the 
background of the respondents under study.
2. Conjoint choice analysis
This section will provide a brief explanation on the application of choice-base conjoint 
in determining the main effect and interaction effect to achieve the objectives of the 
study.
3. Count analysis
Count analysis is a quick way to summarise the results of choice data in terms of the 
main effects and interaction effects. This section explains the function of count 
analysis in a way that it calculates a proportion of "wins" for each level, based on how 
many times a concept including that level is chosen, divided by the number of times a 
concept including that level appeared in the choice task.
4. Utility analysis
Utility analysis is another alternative analysis provided in the choice-based conjoint 
method to measure main effects and interaction effects. Utility analysis is much 
preferred to count analysis as it employs a more rigorous means of analysis via the 
Hierachical Bayes analysis which is proven to provide more efficient and accurate 
results as it conducts the analysis within each individual responses as compared to
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conducting it in the aggregate level, as in the count analysis (Huber, 2006; Orme, 
2006).
5. Importance analysis
As the purpose of the study is to identify the most important attributes contributing 
towards things being seen as a failure in resort hotels, this section of analysis is 
deemed imperative. Importance is defined as having a sequence of the attributes 
been studied in terms of their significance in contributing to the total factor being 
analysed. This analysis is performed in order to identify which individual attribute 
contributes most to the weight of the dependant variable being investigated 
(unacceptability). It is contended that this analysis is crucial to be conducted in order 
to inform the management of the resort hotels what are the factor(s) that contribute 
most to the unacceptability of service problems hence resorts could be aware of the 
main problems and rectify it in the first instance.
6. Further application of conjoint results - Demographic segmentation analysis
Another major area that CA is particularly useful in, as compared to the other 
multivariate techniques, is other advanced managerial applications which are widely 
applied in the business and commercial background. These include segmentation, 
profitability analysis and conjoint simulators. However, due to the time and budget 
limitation of this study, only conjoint simulation will be tested on the attributes under 
study. Moreover, the other advance applications are not under consideration in the 
study’s objectives.
This analysis is based on the demographic segments mentioned earlier in the 
chapter. The analysis was done via the conjoint simulator which offers a tool to 
investigate which segments and which combination of segments are more favourable 
towards the unacceptability of service failure. This has provided useful information for 
the service providers on the combination of segments which contributes towards the 
unacceptability of service problems which is otherwise not seen in terms of different 
segmentation data.
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7. Severity and criticality analysis
This is the final section in terms of the analysis of the data collected. The purpose of 
this analysis is to identify which are the scenarios that lead to the unacceptability of 
service problem in resort hotel customer’s perception hence regarded as a failure 
and vice versa by measuring the level of criticality and severity. This analysis is 
deemed to also act as a triangulation methodology with regards to the results 
generated in the earlier analyses.
8. Summary of the findings
This section will evaluate the different analyses that were done in interpreting the 
main effects and the interaction effects. It will also bring forward the most suitable 
approach in determining the objectives of the study. Lastly, it will give a brief 
conclusion on the results obtained.
6.12 Conclusion
To sum up, this chapter has provided an overall view of the development of the 
research approach which has then lead to the methodology stage to conduct the 
main study. It is agreed that a quantitative stance is the suitable approach to be 
adopted to answer the research objectives of the study. As such, it was identified that 
CA, a flexible multivariate technique, which is generally used in the consumer choice 
and decision-making field, is an appropriate method to be employed due to the 
advantages it confers.
CA could be used to evaluate a respondent’s preference on the combination of 
attributes which gives the highest influence in consideration of their tolerance 
calculus in dealing with service problems. It helps in terms of measuring the value 
that customers place on individual attributes, hence providing an avenue for the 
service provider to identify the service that bears unacceptable and acceptable 
features to the customers.
This chapter has touched on the development of the instrument in terms of its 
preparation and administration, whilst also discussing the procedures employed to 
conduct the questionnaire. Other matters such as data collection issues and the 
goodness of fit and validation of the results are also examined. The final section on
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the method of data analysis procedures will guide how the findings and analysis will 
be reported in the next chapter devoted to this quantitative phase of the study.
The next chapter will evaluate the findings and analysis of the data gathered.
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CHAPTER SEVEN 
MAIN STUDY TWO - TESTING QUANTITATIVELY THE 
MODIFIED FRAMEWORK: THE FINDINGS AND
ANALYSIS
7.1 Introduction
The main purpose of Main Study Two is to introduce a method via a conjoint choice 
approach which resembles the customer decision-making process of deciding 
whether a problematic situation is considered as acceptable or unacceptable. The 
choice method was used to test a combination of levels described earlier in the study 
in a form of problematic scenarios potentially encountered by resort hotel guests. It is 
contended that the attributes displayed influence an individual’s decision-making in 
terms of which is seen as acceptable or unacceptable. This explicitly conveys an 
individual’s behaviour in what is seen as something intolerable and thus 
unacceptable and vice versa.
This chapter will highlight the results and analysis of Main Study Two, specifically the 
results coming from conjoint analysis analysed via Sawtooth Software application as 
proposed in the procedures outlined in the previous chapter. This chapter is outlined 
below. Firstly, the demographic backgrounds of the respondents’ are presented. 
Secondly, the analyses of the conjoint choice are discussed, which includes the 
count analysis, utilities analysis and importance analysis. Next, the results of the 
analyses done on the advance application of Sawtooth Software are brought forward. 
Lastly, the criticality and severity analyses are highlighted.
The discussion that follows is regarding the analysis of the demographic background 
of the dataset obtained, which offers an overview of the data obtained.
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7.2 Demographic analysis
A descriptive statistics of the demographic analysis for the sample of respondents 
(N=250) are presented in the table below. It provides the details in terms of the 
frequency and the total percentages of each version of questionnaire (four versions) 
in relation to the demographic questions being asked in terms of gender, age, 
nationality and average international travel made in a year. After the second data 
cleaning stage was being done as being highlighted in the previous chapter, each 
version has a more or less a balanced proportionate of distribution with Version 1 = 
62 responses. Version 2 = 63 responses. Version 3 = 62 responses and Version 4 = 
62 responses.
Table 7.1 below illustrates the distribution of data for each questionnaire 
version for the constructs of gender, age, nationality and average traveliing 
trips per year.
Ver. 1 
(N=62)
Ver. 2 
(N=63)
Ver. 3 
(N=62)
Ver. 4 
(N=63)
Total
(N=250)
%
Gender
- Male 28 23 30 37 118 47.2
- Female 34 40 32 26 132 52.8
Total 62 63 62 63 250 100
Age
-<24  years 0 2 2 3 7 2.8
- 25 -  34 years 12 25 12 21 71 28.4
- 35 -  44 years 46 36 43 34 158 63.2
->45 years 4 0 5 5 14 5.6
Total 62 63 62 63 250 100
Nationality
- Western 20 15 22 18 74 29.6
- Asian 41 47 40 43 172 68.8
- Others 1 1 0 2 4 1.6
Total 62 63 62 63 250 100
Ave. int. trip per 
year
- none 14 15 16 14 59 23.6
-1 22 30 29 27 108 43.2
-2 14 7 7 7 35 14.0
-3 6 4 5 12 27 10.8
-4 1 1 1 1 4 1.6
-5 1 2 0 0 3 1.2
-> 5 4 4 4 2 14 5.6
Total 62 63 62 63 250 100
Note: VER = Version, Ave = average, int = international
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7.2.1 Gender
It can be seen that there is more or less a balanced proportion of females and males 
who responded to the questionnaire with a difference of about five percent in total 
percentages. Females accounted for about 53% as compared to males with 47%. In 
terms of the questionnaire versions, it is seen that most versions have more female 
responses with Version 2 having the biggest difference (17). Only Version 4 has 
more male responses (37) as compared to females (26).
Figure 7.1: Respondents’ gender
ÜMale
^Female
7.2.2 Age
In terms of age, it is seen that a large proportion of respondents were 35 -  44 years 
of age (63.6%). There is a significant difference from the highest age group as 
opposed to the second age group, in which respondents are aged between 25 -  34 
years of age (28%). The other remaining age groups are minimally represented by 
the respondents (5.6% and 2.8%). There is the same pattern in terms of respondents 
being surveyed in terms of age less than 24 years.
This makes sense as it is understood that not many people in this age group travel or 
stay in resort hotels, as it is generally regarded as a family lodging destination or 
preferably groups staying over. Hence, the majority of the respondents are in the age 
group 35 -  44 years, who are usually people travelling with their families or larger 
groups of friends, or with their spouse, which accounts for the vast percentage of the 
statistics.
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Figure 7.2: Respondents’ age
@<24 years 
@25-34 years
□ 35 - 44 years
□ >45 years
7.2.3 Nationality
From the table above, it is apparent that the sample was biased towards the Asian 
respondents, with 68.4%. Western nationalities are less represented in this study 
with only 30%, whilst a minimal appearance of other nationalities is seen (1.6 %).
The timing of the data collection, conducted during the end of February until mid-May 
2009, was not really a high season for the international tourists and this is supported 
by the statistics obtained from LADA itself. Also, the global economic slowdown has 
perhaps posed a major effect on international tourists not to travel during this time. 
However, the timing coincided with the local school holidays, therefore this has 
contributed to more locals responding to the data collection.
Figure 7.3: Respondents’ nationality
H Western 
0  Asian 
□  Others
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7.2.4 Average international trips per year
The majority of the respondents have, on average, been to only one international trip 
a year (43.2%). This is perhaps due to the majority of the respondents being locals 
and this lends to the situation at hand as an international trip is normally defined by 
the locals as a trip outside of Malaysia, whereas if an international respondent 
responded to this question it might be more meaningful.
Figure 7.4: Respondents’ average travel trips per year
M 0 nights 
@ 1 night
□ 2 nights
□ 3 nights 
■ 4 nights 
Ü 5 nights 
@ > 5 nights
The following discussions will highlight the results obtained from the conjoint choice 
analysis conducted via the Sawtooth Software package.
7.3 Conjoint Choice Analysis
As mentioned in Chapter Six, this study has contended to apply a conjoint choice 
method to answer its research objectives. Conjoint choice analysis conducted in 
Sawtooth Software could be analysed in a number of ways. The main results from 
conducting conjoint choice method are count analysis, conjoint utilities analysis and 
importance analysis.
In count analysis and utilities analysis, two effects are considered for discussion -  
main effects and interaction effects. Main effects are defined as the independent 
preference (utility) for each of the attribute levels, holding all other attributes constant. 
Main effects ignore the possibility of interactions between attributes. On the other 
hand, interaction effects take consideration of the combination of attributes and its
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levels. These are in fact the basic model forms underlying the application of the CA 
approach.
In other words, both analyses are done to bring forward which independent 
attribute(s) and the combinations of attributes (and its levels) which are more 
rigorous and robust towards answering the aim of the study. As mentioned, the aim 
of the study is to identify what are the factors that are being considered as 
contributing towards things being seen as unacceptable, hence regarded as 
contributing to failures in resort hotels. On the other hand, the importance analysis 
functions to characterise the relative importance of each attribute towards the 
dependent variable under study.
The next section will bring forward the discussion from the Count Analysis, Utility 
Analysis and Importance Analysis. Each section will be explained in detail in terms of 
its definition, how the analysis was conducted and results derived together with 
results analysis.
7.4 Count Analysis
Count analysis is a quick way to summarise the results of a choice data. According to 
Orme (2006), count analysis provides an avenue for a researcher to analyse the data 
by counting the number of times an attribute level was chosen relative to the number 
of times it was available for choice. Counts provide a quick and automatic estimation 
of the main effects and joint effects for collected choice-based data. This is achieved 
through calculating a proportion of "wins" for each level, based on how many times a 
concept including that level is chosen, divided by the number of times a concept 
including that level appeared in the choice task. This is done automatically for each 
main effect and for each interaction effect (between either two or three attributes). 
Count analysis takes account of the aggregate-level estimates, where the analysis is 
done based on the answers given by groups of individuals (pooled together), rather 
than for each respondent individually.
The discussion that follows observes the count analysis results for the main effect 
and interaction effects.
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7.4.1 Count Analysis - Main Effects
The results for count analysis for main effects at 99% and 95% significant levels are 
summarised below.
Table 7.2: Count analysis for main effects results
Attributes and levels % selected® Within attribute 
chi-square
Significance
Service events 99.754 <0.01
- service delivery system failure 0.422
- natural environment 0.638
- employee error 0.622
- value 0.673
Attribution 197.234 <0.01
- Internal 0.727
- external 0.451
Price 80.930 <0.01
- low 0.500
- high 0.677
Single experience 67.868 <0.01
- first problem 0.505
- later problem 0.668
Travelling with 5.744 <0.05
- family 0.564
- spouse/friends 0.611
Length of stay 6.443 <0.05
-1-2 nights 0.565
- 3-5 nights 0.575
- > 6 nights 0.623
Past experience 0.207 Not sig
- first visit 0.583
- repeat visit 0.592
a: age selected by respondents when the scenario with the level was displayed
Following the data for a sample of 250 respondents, it was found that the value in the 
service event attribute was being chosen most with 67% of time it was displayed to 
contribute to the respondent’s unacceptability of service problems. On the other 
hand, service delivery system failure has been seen as the least popular, having 
been selected 42% of times it occurred.
Problems attributed internally was the most popular as it has the highest percentages 
of being chosen when being displayed in the scenarios (72%). In fact, internally 
attributed has the highest score in terms of overall main effects. This suggests that 
72% of problems attributed internally were chosen by the respondents when it was 
displayed to inform the respondent’s unacceptability of a service problem. This
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shows that the respondents measure the problem by its attribution highest, as 
compared to other events when a service problem occurs. Although a service 
problem has occurred, the respondents normally will perform a heuristical analysis by 
relating the service problem either internally or externally to make a judgement as to 
whether it is regarded as unacceptable or not.
In terms of price, higher price was being selected 67% of the times it occurred as 
compared to the events associated with lower price (50%). The respondents also 
chose a later problem more when it was displayed to lead to unacceptability as 
compared to encountering the problem in the first instance with 67% and 51% 
respectively. Travelling with spouse or friends showed to be chosen more as 
compared to travelling with family to contribute to the issue under study, with 61% 
and 56% respectively.
When the respondents stay longer than six nights, they tend to see more problems 
and chose to relate this more towards the unacceptability of service problems as 
compared to staying fewer nights. This is proven by the 62% of staying more than six 
nights being chosen first, followed by 58% staying between 3 - 5  nights and later 
57% staying for 1-2 nights. In fact, the difference between the people staying 
between 3 - 5  nights and staying for 1 -2 nights is only one percent. This suggests 
that there is not much difference in people seeing problems as unacceptable in terms 
of how long they stay, although staying longer had showed that this is much more 
viable.
Lastly, things associated with past experience have been chosen 59% of the time it 
occurred. In fact, this proportion does not differ significantly in their frequency of 
choice, based on the significance outlined in the table above as the problems 
associated with first visit is chosen 58% when it occurred.
“Within attribute chi-square” indicates whether the proportions of each main effect 
and joint effect differ significantly from one another. For main effects, the Chi-square 
indicates whether the levels of that attribute differ significantly in their frequency of 
choice between one another. Based on the table below, it is seen that there are four 
significant values in terms of “within attribute chi-square”. The attributes concerned 
are attribution, service events, price and single experience. The highest is the 
attribution attribute which differs significantly in terms of their frequency of choice 
(197.23) as problems associated internally and externally have a big difference in
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terms of percentages being chosen when displayed (72% and 45% respectively). 
Next are service events (99.745), price (80.930), and lastly, single experience 
(67.87). The remaining three attributes {travelling with, length of stay and past 
experience) only received a very low “within attribute chi-square” value. This shows 
that the levels within these attributes do not differ significantly between one another.
7.4.2 Count Analysis - Interaction effects
Count analysis for the interaction effects works in the same function as the main 
effects. In terms of interaction effects, a large chi-square value suggests a 
considerable effect between the two attributes analysed together. The results for 
count analysis for a two-way interaction effect between the attributes are summarised 
in the two tables below -  Table 7.3 highlighting the interaction effects at a 99% 
significance level, whilst Table 7.4 shows the interaction effects at a 95% significance 
level.
Table 7.3: Count analysis for a two-way interaction effect between the levels of
Attributes and levels 
(interaction effects)
%
selected®
Within attribute 
chi-square
Significance
Service events x Attributions
- SDSF X Internal
- SDSF X external
- NE X Internal
- NE X External
- EE X Internal
- EE X External
- V X Internal
- V X External
0.629
0.233
0.862
0.433
0.730
0.542
0.695
0.640
90.078 <0.01
Service events X Length of stay
- SDSF X 1-2 nights
- SDSF X 3-5 nights
- SDSF X > 6 nights
- NE X 1-2 nights
- NE X 3-5 nights
- NE X > 6 nights
- EE X 1-2 nights
- EE X 3-5 nights
- EE X > 6 nights
- V x  1-2 nights
- V X 3-5 nights
- V X > 6 nights
0.446
0.384
0.435
0.549
0.566
0.809
0.489
0.725
0.668
0.770
0.607
0.642
61.635 <0.01
Price X Length of stay
- Lowx 1-2 nights
- Low X 3-5 nights
- Low X > 6 nights
- High X 1-2 nights
0.415
0.506
0.596
0.759
41.574 <0.01
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- High X 3-5 nights
- High X > 6 nights
0.642
0.646
Attribution x Length of stay
- Internal x 1-2 nights
- Internal x 3-5 nights
- Internal x > 6 nights
- External x 1-2 nights
- External x 3-5 nights
- External x > 6 nights
0.755
0.642
0.791
0.416
0.502
0.440
22.548 <0.01
Service events x Travelling with
- SDSF X Family
- SDSF X Friends/spouse
- NE X Family
- NE X Friends/spouse
- EE X Family
- EE X Friends/spouse
- V X Family
- V X Friends/spouse
0.353
0.499
0.671
0.603
0.624
0.620
0.631
0.701
21.351 <0.01
Travelling with x Past experience
- Family x First visit
- Family x Repeat visit
- Friends/spouse x First visit
- Friends/spouse x Repeat 
visit
0.507
0.611
0.646
0.571 21.053
<0.01
Single experience x Travelling with
- First problem x family
- First problem x 
Spouse/friends
- Later problem x Family
- Later problem x 
Spouse/friends
0.527
0.485
0.599
0.737
18.260 <0.01
Single experience x length of stay
- First problem x 1-2 nights
- First problem x 3-5 nights
- First problem x > 6 nights
- Later problem x 1-2 nights
- Later problem x 3-5 nights
- Later problem x > 6 night
0.517
0.453
0.553
0.617
0.706
0.678
12.249 <0.01
Travelling with x length of stay
- Family x 1-2 nights
- Family x 3-5 nights
- Family x > 6 nights
- Spouse/friends x 1-2 nights
- Spouse/friends x 3-5 nights
- Spouse/friends x > 6 night
0.591
0.525
0.580
0.544
0.630
0.668
11.772 <0.01
a: Percentage selected by respondents when the scenario with the level was displayed
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The result in the table above shows the interaction effects between all the levels in all 
attributes. Due to the long list of interaction effects, results involving two-way 
interactions between all the levels concerned, only significant interaction effects are 
displayed in the table above involving a “within attribute chi-square” of 10 and above 
only. The remaining interaction effects generated are either not significant or have 
very low significance (less than 10). The remaining interaction effect results can be 
referred to in Appendix 11.
As mentioned, a large chi-square value suggests a significant effect between the two 
attributes. The highest interaction chi-square value reported is the interaction 
between service events and attribution with 90.078. This suggests that things going 
wrong in relation to service events {service delivery system failure, natural 
environment, employee error and value) corresponding to being attributed either 
internally and externally is proven to have a significant effect, which contributes to 
more people seeing things as being unacceptable. In particular, the joint effects 
between natural environment and things being attributed internally are seen as 
having been chosen the most, with 86%, when they are displayed.
This is followed by employee error related to being internally attributed, having been 
chosen the second most with 73%, when it occurs in the scenarios presented. In this 
joint effect, having a service delivery system failure in relation to things being 
attributed externally are the least chosen with 23%. And this makes sense as people 
are more tolerable when things go wrong but are outside’s management’s control 
and people tend not to blame the management, hence the value generated.
The second highly-rated interaction effect consists of the joint interaction between 
service events and length of sfay with a chi-square value of 61.635. Under this joint 
effect, it is seen that the natural environment being related to staying longer than six 
nights has the highest chance of being selected when displayed. This is followed by 
value and staying for 1-2 nights being selected with 77% being chosen. The third 
combination chosen was employee error and staying between 3-5 nights, which 
amounted to 72% being chosen. On the other hand, incidents concerning service 
delivery system failure and staying between 3 - 5  nights has been least chosen when 
displayed.
The third highly chosen interaction effect consists of the joint effect between price 
and length ofstaywWh a chi-square value of nearly 42. Incidents portraying higher
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price paid in combination with staying for 1-2 nights was chosen most when 
displayed (76%). When the pricing factor is concerned, people tend to place 
emphasis on the overall service experience to make a sound judgment whether it is 
price or not. When only having a short stay and paying a premium price, people tend 
to be more intolerable.
However, the second combination being chosen was high price and staying over 6 
nights with 65% being chosen, not too much of difference from the former 
combination. This has somewhat raised the issue of individual’s tolerance in terms of 
their length of stay in resort hotels which contradicts both results generated. 
Alternatively, having a low price in interaction with 1-2 nights was being less chosen 
to contribute to unacceptability of a service problem (42%).
The fourth highly chosen interaction was attribution with length ofstaywWh a chi- 
square value of slightly higher than 21. The combination of incidents attributed 
internally and staying longer than 6 nights has given 79% being chosen when 
displayed in the scenarios, whilst incident attributed internally in combination with 
staying over between 1-2 nights, followed closely with 75% being selected. Again, 
this has raised some issues in terms of an individual’s perception of length of stay in 
resort hotels.
The fifth highly-chosen interaction with a chi-square value of 21 is service events and 
travelling with. Here, the combination of va/ue and travelling with friends/spouse gave 
the most being chosen, with 70%, followed by the natural environment incidents in 
combination with travelling with family, with 67% being chosen. People tend to 
emphasize more value when they travel with their spouse/friends, especially for 
younger respondents, whilst it does makes sense when natural environment 
incidents were more emphasized when travelling in a larger group in families, as a lot 
of issues need to be taken into consideration.
Other significant combinations that arose were the combinations of travelling with 
and past experience with a chi-square value of 21, single experience with travelling 
with (chi-square value of 18), single experience with length of stay (chi-square value 
of 12), and travelling with and length of stay (chi-square value of 12). Ironically, 
based on the nine significant combinations highlighted in the table, five of them are in 
the combination with the element of length of stay, which gave rise to some
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interesting issues in terms of an individual’s perception, their tolerance levels and the 
timing issues.
On the other hand, there are three interaction effects which recorded a significant 
level of 95%. These are: interactions between attribution and past experience, 
attribution and single experience and value with single experience. The next table 
(Table 7.4) discussed the Count analysis for a two-way interaction effect between the 
levels of attributes at 95% significance level.
Table 7.4: Count analysis for a two-way interaction effect between the levels of 
attributes at 95% significance level
Attributes and levels 
(interaction effects)
%
selected
Within attribute 
chi-square
Significance
Attribution x Past experience 6.630 <0.05
- Internal x First visit 0.760
- Internal x Repeat visit 0.699
- External First visit 0.430
- External x Repeat visit 0.473
Attribution x Single experience 5.455 <0.05
- Internal x First problem 0.656
- Internal x Later problem 0.788
- External x First problem 0.377
- External x Later problem 0.533
Value X Single experience 4.646 <0.05
- Low X First problem 0.403
- Low X Later problem 0.587
- High X First problem 0.602
- High X Later problem 0.757
a: percentage selected by respondents when the scenario with the level was displayed
It can be seen that all the combinations have a “within attribute chi-square” of below 
10, in the significance level of 95%. The highest between them are the combination 
between attribution with past experience with just above 6, with things attributed 
internally and being the first visit being chosen 76% when displayed. Subsequently, 
the combination of things being attributed internally and things happening in a repeat 
visit to the resort, have been chosen next, with 70%. This means that whether it 
happens in the first visitor repeat visit to a resort, things attributed internally \n\W be 
more often chosen to contribute towards the unacceptability of service problems.
Next is the combination of attribution and single experience, with things attributed 
internally and things related to a later problem, being chosen first, with 78%, while 
things attributed internally in combination with problems happening in the first place 
of the service experience, being chosen second (66%). Again, the timing issue and
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the attribution issue showed a huge contribution towards the unacceptability of 
service problems.
Thirdly, is the combination of value and single experience with higher price and a 
later problem being chosen 75% more when displayed. Although these three 
combinations are significant at 95% significance level, however the low value of 
“within attribute chi-square” suggests that there is not a big difference in the 
proportion of relations of the interactions effects from one another.
However, in getting the most out of the choice-based data, a more sophisticated 
means of analysis, such as Hierarchical Bayes, is recommended, as count analysis 
reflects some known biases that can prove to be problematic in some situations 
(Huber, 2006; Orme, 2006). For example, with smaller sample sizes, a random 
imbalance in the design can distort count proportions but the number of times each 
level is displayed should be nearly balanced when having larger sample sizes. 
Hierarchical Bayes, on the other hand, will run the analysis on an individual level of 
respondents and will provide a more accurate result (Orme, 2006).
Utility analysis, which will be explained in the next section, will apply Hierarchical 
Bayes estimation to acknowledge the imperative notion of applying Hierarchical 
Bayes in its analysis.
7.5 Utility Analysis
A utility is a measure of relative desirabiiity or worth. The higher the utility, the more 
desirable the attribute level is in contributing towards the unacceptability of service 
problems presented. Utility is also defined as a preference for an overall product 
concept. The brief discussion on utility definition was explained in Chapter Six 
(please refer to page177). Conjoint utilities are scaled to an arbitrary additive 
constant (sum to zero) within each attribute, which actually resulted from dummy 
coding in the design matrix. Therefore, the total utility of a concept is made up of all 
the part-worths of its separate attributes.
As stated earlier, utilities for a choice-based study are best analysed with a more 
rigorous method to provide a more reliable and accurate results. Hierarchical Bayes 
analysis will give more efficient results as it conducts the analysis within each 
individual response, compared to conducting it in the aggregate level, as in the count
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analysis. For this study, the part-worth utilities of each attribute and level are derived 
in terms of its main effects (all the attributes concerned) and also interaction effects 
(interaction effects between all levels in all attributes) to signify which attribute and 
level and combination of levels contributes most towards the unacceptability of 
service problems.
7.5.1 Part-Worth Utilities - Main Effects
Main effects are the part-worth utility values generated by the analysis which conveys 
the results of the values of each level of the attributes concerned towards explaining 
its contribution of the concept being tested (unacceptability of service problem). It is 
the independent preference for the attribute levels, holding all other attributes 
constant and ignoring the possibilities of interaction between attributes (Orme, 2006).
Table 7.5 below summarises the part-worth utilities for main effects.
Table 7.5: Table of part-worth utilities for main effects
Attribute(s)® Level(s)^ Part-worth
utilities^
Service events Service delivery system failure -107.74
Natural environment 23.91
Employee error 51.91
Value 31.92
Attribution Internal 68.60
External -68.60
Price Low -47.09
High 47.09
Single experience First problem -53.77
Later problem 53.77
Travelling with Family -12.24
Spouse/friends 12.24
Length of stay 1-2 nights -15.95
3-5 nights -6.49
> 6 nights 22.44
Past experience First visit -22.76
Repeat visit 22.76
a ; seven main attributes under study
b: 17 levels under the seven main attributes under study
c : Calculated by applying zero-centred differences by simply rescaling transformation done for each 
respondent, firstly by subtracting off the mean for the part-worths for each attribute, then multiplying the 
zero-centered part-worths by a scaling factor such that the sums of differences between best and worst 
levels across attributes is equal to the total number of attributes times 100, which then gives the part- 
worths an average range of 100 points.
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Based on the table above, with regards to service events, it was found that employee 
error gives the highest part-worth utility value (U = 51.91), followed by value (U = 
31.92) and natural environment (U = 23.91). Service delivery system failure (SDSF) 
has a negative utility (U = -107.74). A negative utility means the level is less 
attractive in a respondent’s choices towards unacceptability of a service problem. A 
negative value is recorded simply because the value of each level in each attribute is 
zero-centred. In total, the service event attribute gives the highest utility (U = 107.74) 
as compared to the other attributes.
Although SDSF receives a negative score, this does not mean that it is unfavourable 
towards the unacceptability of service problems but it actually has been rated as less 
chosen to contribute to the unacceptability of service problems. If the respondents 
were to choose value over employee error, there would be a loss of utility of 19.99, 
while if the respondents were to choose natural environment over employee error, 
there will be a loss of utility of 28.0. On the other hand, if they were to choose value 
over natural environment, there would be a rise of utility of 8.01.
Attribution gives the second highest value in collective, with 68.60 utilities (U= 68.60). 
People see scenarios attributed internally as having a higher utility as compared to 
incidents attributed externally towards things being unacceptable. This suggests that 
respondents choose most of the problems attributed internally as the majority of 
reasons for rating something as unacceptable, as compared to things attributed 
externally.
Next, respondents see that a later problem in a service experience contributes to 
people seeing the problem more towards unacceptability with 53.77 utilities ( U= 
53.77). Encountering problems in the first instance was perceived as less desirable 
towards contributing to respondents seeing them as being unacceptable. This has 
the implication of people being more tolerant in the first instance but perhaps has 
raised their tolerance bar a bit upwards and when they encountered the second or 
later problems, it has struck the limit.
Price received the fourth highest utility as people see almost the majority of incidents 
influenced by the value factor as contributing to unacceptability of service problems. 
People see that paying a higher price gave a higher utility score (U = 47.09) as 
compared to paying a lower price. This makes sense as respondents weigh the 
overall value of their stay with the service they receive, and almost always true when
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people pay a premium, they would expect the standard of service would be of 
equivalent standard and vice versa. And also the issue of respondents comparing the 
provider with the international standard norms where star rating is often always 
misrepresented.
Towards a lesser utility amount, people contributed the factor of a prior visit as the 
fifth factor contributing towards unacceptability of service problems, with people 
having a repeat visit constituting a higher utility ( U = 22.76), compared to first-timers, 
who are less likely to see things as being unacceptable. The sixth factor was the 
duration of stay, with people having to evaluate factors of staying longer than 6 nights 
saying that this contributed more towards the unacceptability of service problems (U= 
22.44), followed by people staying between 3-5 nights seeing things as a bit less 
unacceptable and people staying 1-2 nights seeing things not so much attributing to 
the unacceptability of service problems. Perhaps people who have stayed in the 
resort hotel before will feel annoyed when the same failures, or other failures, happen 
again, especially when it was been notified to the management for corrective efforts.
Lastly, travelling companion is seen as the lowest importance with a utility value of 
12.24, with friends and spouse seeing more problems, compared to travelling with 
families.
Therefore, it can be said that the profile with the highest level of utility which 
contributes to unacceptability of service problems for all respondents (N = 250) 
consists of people seeing more employee error, having incidents attributed internally, 
regarded as highly-priced for respondents, being a later problem in the service 
experience, resort customers who stayed more than six nights, being repeat visitors 
to the premises and lastly, travelling with spouse or friends with the total utility value 
of U = 278.81 (51.91 + 68.60 + 47.09+ 53.77 + 22.76 + 22.44 + 12.24).
The profile with the least possible utility which contributes to the unacceptability of 
service problems for all respondents are problems associated to service delivery 
system failure, having attributed externally, having low-priced, problems being 
encountered in the first instance, travelling with families, having a short stay only 1-2 
nights and it was the first visit to the resort with the total utility value of U =
- 328.15 (-107.74 + (-68.60) + (-47.09) + (-53.77) + (-12.24) + (-15.95) + (-22.76)).
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7.5.2 Part-Worth Utilities - interaction Effects
Interaction effects are utilities computed beyond main effects. It involves a joint 
analysis between various attribute levels and the results generated will identify the 
combination of levels with the highest utilities which contributed towards the research 
issue under investigation, apart from the main effects.
Table 7.6 below summarises the part-worth utilities for interaction effects.
Table 7.6: Table of part-worth utilities for two way interaction effects
Attributes and Levels Part-worth utilities
(Interaction effects)®
SDSF X Internal 60.70
Value X External 55.64
Employee error x 3-5 nights 49.85
Value X 1-2 nights 43.35
Natural environment x > 6 nights 43.11
Value X Low 33.02
External x 3-5 nights 30.36
SDSF X Repeat visit 27.44
Internal x 6 nights 25.90
SDSF X Later problem 25.79
NE X First visit 25.05
First problem x 1-2 nights 24.23
Employee error x External 23.50
First problem x First visit 21.80
Later problem x Repeat visit 21.80
Internal x First problem 21.54
External x Later problem 21.54
Later problems x 3-5 nights 21.52
Employee error x First problem 21.42
Note; SDSF -  service delivery system failure, ME -  natural environment
a: Only the highest combination of interaction effects that generated more than 20.0 utilities
are displayed
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The result in the table above shows the interaction effects between all the levels in all 
attributes. However, due to the long list of interaction effects results involving two- 
way interactions between all the levels concerned, only considerably high interaction 
effects are displayed in the table above, with the cut-off point of the minimum of 20.0 
utilities. The remaining interaction effects results can be referred in Appendix 12.
1. Service delivery system failure (SDSF) x Internal attribution
Based on the table above, the combination of the main attribute of service delivery 
system failure and Internal attribution are seen as the highest combination of levels to 
produce the highest utility values with 60.70 utilities (U= 60.70). This means that 
problems having to do with SDSF (product problems, capacity Issue, slow/ 
unavailable service and layout), in addition to things attributed internally, will 
definitely contribute to people seeing things as contributing considerably to the 
unacceptability of a service problem.
Therefore, identifying problems associated with things going wrong in the SDSF, 
especially if the problem is caused by the service provider, is totally crucial to 
minimise customer discontent, or in the worst case, dissatisfaction. In terms of 
product problems and capacity issue, service providers should foresee the problems 
associated to it, as these are the normal issues being raised by the customers. The 
same applies to the slow/  unavailable service element, although it highlighted some 
different attribution issues. These issues are all core service issues and thus call for 
urgent management intervention.
2. Value (star rating and price) x External attribution
The second combination to produce the second highest utility value is between value 
and things being attributed externally wWh a utility value of 55.64 (U = 55.64). This 
has raised some interesting issues in terms of why people still judge things being 
attributed externally as something that contributes considerably towards 
unacceptability of problems, as it is generally accepted it is not under the provider’s 
discretion when things go wrong.
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3. Employee error x Staying for 3-5 nights
Having to deal with employee errors in addition to staying between 3-5 nights 
contributes to people seeing problematic encounters as the third place in contributing 
to the unacceptability of service problem. In contrast, people staying only 1-2 nights 
did not really contribute much to seeing things as a failure, maybe due to the trip 
being a short trip and the chance of encountering problems with employee attitude or 
action are minimised.
4. Price x Staying for 1-2 nights
The respondents also rated the combination of price and staying over for 1-2 nights 
as the fourth highest factor towards things being seen as unacceptable. Issues 
connected with pricing have continually been a challenging and debatable issue as it 
involves a comparison between what people get out of what they pay. In this 
instance, people foresee value most when they stay in the resort for 1-2 nights as 
compared to staying a longer number of nights.
5. Natural environment x Staying more than 6 nights
Customers staying more than six nights and having problems with the natural 
environment are said to have contributed to the fifth factor of unacceptability with 
43.11 utility (U = 43.11). This means that when customers stay longer, they might 
feel annoyed with the natural environment elements described {animals, beach/sea, 
weather and noise) although they were not really affected in the first instance or 
perhaps this is the reason for going.
6. Value X Low price
The next highest utility combination is between value and low price with a utility of
33.02 (U=33.02). Interestingly, this combination has a very vague explanation as to 
what constitutes this outcome.
7. Externally attributed x Staying over between 3-5 nights
Although the scenario described is externally attributed, it has been shown that 
respondents staying between 3-5 nights have contributed most to this result, with a
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utility value of 30.36 (U= 30.36). This suggests that although some things are outside 
management’s control, after a while people tend to get irritated or annoyed, which will 
influence people’s perception of the whole experience.
8. Service delivery system failure (SDSF) x Repeat visit
Having the same service delivery system failure for repeat customers is seen as 
contributing to the seventh factor towards unacceptability of service problems, with a 
utility of 27.44.(U = 27.44). Service delivery system failures are regarded as core 
service and are the main thing that customers seek when patronising a resort.
9. Internal attribution x Staying more than 6 nights
The ninth highest utility is the interaction between problems attributed internally and 
staying more than six nights. And this is true due to the core service elements that 
the resort hotel as a service provider should render and the cumulative effect the 
smaller problems have accumulated in the first instance, which might have affected 
the total service experience at the end.
10. Service delivery system failure (SDSF) x Later problem
This is followed closely by the combination of service delivery system failure and later 
problem, ranking tenth, with a utility of 25.79 (U = 25.79). This makes sense when 
some problems do arise in the later stage of a service problem which might have 
surpassed the level of tolerance which was affected by problematic first problem 
encounter.
There are nine other combinations which demonstrate a utility value of above 20. 
Ranking eleventh is the combination of elements of things happening involving the 
natural environment and first v/s/f with utility of 25.05 (U = 25.05). First problem and 
staying over for 1-2 nights in combination gave a utility value of 24.23 (U = 24.23), 
which follows on the next rank. Due to the shorter stay, people expect things to be in 
excellent condition, especially if it involves paying a premium price in a highly-rated 
establishment.
The next combination is between employee error and things being attributed 
externally, which conveys a utility value of 23.50 (U = 23.50). Perhaps this gave rise
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to this result as the example illustrated to this scenario depicts the situation where 
the staff were rude or nonchalant to attending customers, although it’s due to 
something outside management’s control such as having power failure. Here, the 
human resource factor played a big role in attending to problematic situations.
The subsequent two combinations have a same utility value with utility of 21.80 (U =
21.80). There are the combination of things reported as a first problem and first visit 
and a later problem and repeat visit. By this, it can be said that whether the problem 
is either the first problem or a later problem to be encountered in either the first visit 
or encountered in a repeat visit, it conveys the same desirability or worth towards 
people seeing these combinations as contributing towards unacceptability of service 
problems. Therefore, in terms of first visitors or returning customers, problems should 
not be happening at all throughout the entire service experience.
Following closely are another two combinations which also pose the same utility 
value between them, with utility of 21.54 (U = 21.54). These are the combinations of 
things that are internally attributed and being the first problem and things that are 
externally attributed and being a later problem. With regards to this, whether the 
problem is internally or externally attributed in either the first problem or later 
problem, it still gives the same worth towards people seeing things causing 
unacceptability of service problems. The last two combinations are things related to a 
later problem with people staying between 3-5 nights and employee error and things 
being a first problem with utilities of 21.52 (U = 21.52) and 21. 42 (U = 21.42) 
respectively.
The other interaction factors were seen as providing a much lower utility with below 
20 utilities with the minimum of 0.58 utilities (U = 0.58) as of the interaction between 
travelling with friends or spouse for 3-5 nights. There is not much difference between 
travelling with families or friends/spouse in terms of all the other factors, i.e. service 
delivery system failures, natural environments, value or employee error, nor does 
problems being attributed internally or externally, or seeing differently in terms of 
having to pay high or low value for the services offered, or even seeing the first 
problem as problematic. This means that people traveliing either with spouse/friends 
or family see more or less the same with regards to all resort hotel problems.
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7.6 Importance Analysis
Importance is defined as having a sequence of the attributes studied in terms of their 
significance in contributing to the total factor being analysed. According to Orme 
(2006), importance analysis provides a summary measure that is easy to compute 
and has an intuitive meaning to it. This analysis is performed in order to identify 
which individual attribute contributes most to the weight of the dependent variable 
being investigated (unacceptability). It is contended that this analysis is crucial to be 
conducted in order to inform the management of the resort hotels in general what 
factor(s) contribute most to the unacceptability of service problems, hence resorts 
could be aware of the main problems and rectify it in the first instance.
The relative important values for each attribute were calculated by determining the 
part-worth utilities for each level of each attribute. The part-worth utility indicated the 
relative importance of each level of each attribute in terms of its contribution to the 
overall worth of the scenario under study. The average utility value presented the 
relative importance of each level of each attribute.
After the analysis, all attributes are given a score (importance score) which in total 
adds up to 100. By combining the attribute levels attaining the highest utility score, 
the analysis suggested a bundle of attributes that contributed towards what resort 
hotel customers normally perceive will affect their unacceptability of service 
problems. Table 7.7 below summarises the relative importance of all attributes under 
study in an order of importance towards the unacceptability of service problems.
Table 7.7: Relative importance of attributes
Attributes Importance score (%)*
Service events 27.43
Attribution 19.73
Single experience 15.42
Price 14.62
Length of stay 9.14
Prior experience 7.28
Travelling with 6.38
a; Importance score in total adds up to 100 and being portrayed in percentages
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From the analysis done, respondents say that having lots of negative service events 
is the most important factor contributing to things being unacceptable (27.43 %), 
followed by attribution (19.73%). Next, respondents found that single experience 
contributed as third in importance (15.42%), which is followed closely by price 
(14.62%), the duration of stay (9.14%), prior experience with the resort (7.28%) and 
lastly, the travel companion during the visit (6.38%), with the least attribute 
contributing towards unacceptability of service problems.
From the results generated, service events and the attribution of service events were 
seen as the most important attributes for the respondents towards seeing things as 
being unacceptable, based on the score of importance computed. It can be said that 
service events are about triple the importance for respondents as of the duration of 
sfay while 4.5 importance between the least-valued attribute (travelling companion).
It was seen that three patterns emerged from the importance analysis - firstly, service 
events and attributions having the high end of the score with scores of importance of 
over 20%, secondly s/ng/e experience and price having the intermediate stance with 
scores close to each other (between 14% -15%) and lastly, the duration of stay, past 
experience and travelling companion having scores below 10% and still close to each 
other.
This makes sense and is in tandem with the average utility values analysis, where, in 
total service events, attributes have been recorded with high utilities but in total have 
proven to be seen as the most important factor as adding up to the people seeing 
problems as a failure. And this is followed by the attribution factor whereby people 
are seen to relate the cause of the problems they face as towards seeing something 
as unacceptable or not. Problems specifically attributed internally have indeed 
proven to receive the second highest utility. Having encountered a problematic 
incident in the later stage of the service experience has also contributed towards 
things being seen as unacceptable.
Although having a slight difference in score with single experience, the value factor 
has received the fourth most importance towards incidents being seen as 
unacceptable. This is also supported by the average utility value results produced. 
Price factor has always been seen as something important, as people will always 
evaluate the overall service experience at the end of the stay to compare with the 
price they pay.
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The remaining factors contributed less than 10% towards the unacceptability of 
service problems. The length of stay factor received 9.14%, past experience having 
7.28 and finally travelling with recording 6.38%. How long customer(s) stay in a resort 
has also been seen as something that should be taken consideration. This is due to 
the fact that if people stay longer, they will tend to see more negative incidents, as 
more problematic after experiencing an array of service encounters.
Past experience (either first time visitors or repeat visitors) also have some 
importance in adding to the unacceptability of service problems with just over seven 
percent contribution towards the overall unacceptability of service problems. Lastly, is 
the factor of the travelling companion -  although it only gives a 6.38 score towards 
the unacceptability of service problems. Based on the utilities calculated, there is not 
much difference whether you are travelling neither with the family or spouse nor with 
family in terms of people seeing things as a failure.
It can also be concluded that serv/ce events are three times more important than 
length of stay in deriving utility scores and preferences. Likewise, attribution is twice 
as important as length of stay \n respondents’ preferences and utility scores.
The previous three sections have brought forward the outcomes of the count 
analysis, utility analysis and importance analysis conducted via the choice-based 
method. The following section is a summary of evaluation on the similarities and the 
differences amongst the application to come out with the best alternative to answer 
the research objectives.
7.7 Similarities and Differences in the Three Approaches
This study has applied a conjoint choice method to answer its research objectives.
As has been previously discussed, the main results from conducting conjoint choice 
are the results derived from the count analysis, the utilities analysis and the 
importance analysis. These three approaches share some similarities and 
differences and this section will examine those characteristics in comparison to one 
another. Furthermore, the most preferred analysis is highlighted to confer to the best 
alternative in answering the research aims and objectives.
Count analysis and utilities analysis are both seen as two alternative analyses in 
order to determine which attribute (main effects) and the combination of attributes
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(interaction effects) contributes towards things being seen as unacceptable. These 
two analyses take account of the individual levels of each attributes in its analyses. 
However, both analyses have a different way of generating the outcome desired, 
although it seems they share the same aim - to discover which attribute and which 
combinations of attributes contribute most towards the unacceptability of service 
problems.
The calculation in count analysis is based on aggregate analysis where all the 
dataset is pooled together and analysed across the respondents. Conversely, utilities 
analysis is based on disaggregated analysis whereby each individual data is 
analysed in terms of its part-worths and then pooled together to achieve the 
accumulated results. There is not too much difference in terms of the results 
generated, however, the different modelling approach in terms of aggregate analysis 
versus disaggregate analysis has somewhat resulted in a dissimilar outcome.
A table is presented below to emphasize the similarities and differences between 
count analysis and utilities analysis. The table will also signify the preferred analysis 
to answer the study’s objectives.
Table 7.8: The similarities and differences between count analysis and utilities 
analysis
Count Analysis Utilities analysis
What? Functions as a quick and 
automatic way to summarise 
the results of a choice data
Measure of relative desirability or 
worth of each level of the attribute
Why? Both analyses are applied to del 
effects) and the combination of c 
contributes towards things being
ermine which attribute (main 
attributes (interaction effects) 
seen as unacceptable.
How? Data is analysed by counting 
the number of times an 
attribute level was chosen by 
the respondents relative to the 
number of times it was 
available for choice
Utilities are scaled to sum to zero 
within each attribute and the total 
utility of a concept is made up of 
all the part-worths of its separate 
attributes
Model used Aggregate-level analysis Disaggregate-level analysis
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Disadvantages/
advantages
Disadv. - Count proportions 
can be distorted by the 
random imbalance in the 
design caused by smaller 
sample sizes
Adv - The number of times each 
level is displayed should be 
nearly balanced when having 
larger sample sizes
Preferred 
method to 
answer the 
study’s 
objectives
V
Due to Hierarchical Bayes 
estimation which will run the 
analysis on an individual level of 
respondents and will provide a 
more accurate result
Note: Disadv = Disadvantage, Adv = Advantage
Importance analysis, on the other hand, works on the other side of the line, as it only 
depicts the most significant attribute in importance sequence, which is summed up to 
100%, to convey which attribute contributes most towards things being seen as 
unacceptable. It measures the overall part-worth utility for all levels in an attribute 
which indicates the relative importance of each level of each attribute in terms of its 
contribution to the overall worth of the scenario under study. Therefore, the 
importance analysis is a major analysis on its own to depict the most important 
attribute towards explaining what factors are fundamental in leading to things being 
unacceptable in resort hotels
The next discussion is to bring forward an advance application of conjoint analysis in 
terms of the demographic analysis which was conducted via the Market Simulator, in 
Sawtooth Software, where estimating the likely acceptance or interest for different 
combination of the demographic segmentation concepts introduced for simulation 
can be estimated.
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7.8 Demographic Segmentation Analysis
This analysis is based on the demographic segments mentioned earlier in the 
chapter. Specifically, they are gender, age, nationality and average trip per year 
(trip). The analysis was performed via the market simulator which offers a tool to 
investigate which segments and which combination of segments are more favourable 
towards the unacceptability of service problem. This is forecasted to provide 
insightful information for the service providers on the combination of segments which 
contributes towards the unacceptability of service problems, which is otherwise not 
seen in terms of different segmentation data.
The simulation results generated could aid in guiding strategic decision-making in the 
competitive environment, especially when dealing with different types of market 
segments. Hence, providers are better equipped to serve these segments to 
minimise failures from happening, if not preventing it in the first instance.
The analyses done below are between segments of gender, age, nationality and 
average trip per year in comparison to the average utilities analysis computed for 
main effects and interaction effects presented earlier. Utilities analysis is taken into 
consideration as it provides a better avenue for justification as it employed 
Hierarchical Bayes estimation. In addition, a comparison between the importance 
analysis is also taken into consideration.
7.8.1 Gender vs Utilities Analysis -  Main Effects
The table below describes the comparison between male (N=118) and female 
(N=132) in terms of which gender contributed more towards the main effects part- 
worth utilities being computed.
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Table 7.9: Gender vs Utilities analysis -  main effects
Attribute(s)® Level(s)^ Part-worth
utilities^
Male 
(N = 118)
Female 
(N = 132)
Service
Events
Service delivery 
system failure -107.74 -106.03 -109.27
Natural environment 23.91 23.24 324.51
Employee error 51.91 51.40
Value 31.92 30.32 33 36
Attribution Internal 68.60 66.80 |77.22
External -68.60 -66.80 -77.22
Price Low -47.09 -49.50 -44.94
High 47.09 44.94
Single First problem -53.77
53.77
-54.75 -52.91
experience Later problem 54.75 52.91
Travelling Family -12 24 -12.06 -12.40with Spouse/friends 12.24 12.06 [12.40
Length of 1-2 nights -15.95 -16.86 -15.13
stay 3-5 nights -6.49 -5.81 -7.10
> 6 nights 22.44 22.23
Past
experience
First visit 
Repeat visit -22.7622.76
-24.32
24.32
-21.38
21.38
a : seven main attributes under study
b: 17 levels under the seven main attributes under study
c : Zero-centred between levels
For service events, utilities generated earlier in the utility analysis had proved that 
employee error \s the highest utilities being generated, followed by value, natural 
environment and service delivery system failure. Males (U = 52.48) see a slightly 
more employee error than females (U = 51.40) while females (U = 33.36) see value 
more than males (U = 30.32). However, females choose more things happening 
concerning natural environment (U = 24.51) as compared to males (U = 23.24) 
although it is only a small dispute between them.
Females see problems caused internally as a major effect on the unacceptability of 
service problems (U = 77.22) while male only contributed with utility of 66.80 (U =
66.80). On the other hand, males are seen as more concerned with price with a utility 
= 49.50 (U = 49.50) as compared to females (U = 44.94). This makes sense as 
usually the male will be paying and therefore would be more concerned about 
whether getting the sufficient value out of the payment made. Males are also seen as 
more concerned with later problems happening (U = 54.75). There is not much 
difference between travelling with spouse/friends for males (U= 12.06) or females (U
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= 12.40) thus it can be said that for both females and males, travelling with 
spouse/friends does not make a big difference in seeing things as a failure.
The same can be said for length of stay, where there is not a big difference between 
both genders when staying more than 6 nights. However, males say that having 
problematic incidents more in repeat visits will contribute more towards seeing things 
as unacceptable (U = 24.32), therefore precaution should be taken if the customer 
has stayed there before. Perhaps a good customer history database would be an 
excellent source of reference to counter this limitation.
Overall, it would seem that males and females are considered to have similar 
perceptions when it comes to the attributes to be seen as contributing to the 
unacceptability of service problems encountered, based on the slight difference of 
utilities computed between both genders.
7.8.2 Gender vs Utilities Analysis - Interaction Effects
The table below described the comparison between males (N=118) and females 
(N=132) in terms of which gender contributed more towards the interaction effects of 
part-worth utilities being computed. As the computed utilities for interaction effects 
are overwhelming, only the 10 highest computed utilities are taken into consideration 
to be compared for this analysis.
Table 7.10: Gender vs Utilities Analysis - Interaction effects
Attributes and Levels 
(Interaction effects)®
Part-worth
Utilities®
Male (N = 118) Female (N = 132)
SDSF X Internal 60.70 60.45 60.92
Value X External 55.64 56 25 55.10
Employee error x 3-5 nights 49.85 49.03 60.5'8
Value X 1-2 nights 43.35 45 91 41.06
Natural environment x > 6 nights 43.11 41.93 '44.T7
Value x Low 33.02 32.01 33.92
External x 3-5 nights 30.36 30.12 30.57
SDSF X Repeat visit 27.44 26.74 '28.07
Internal x > 6 nights 25.90 25.81 25.98
SDSF X Later problem 25.79 2&42 25.23
a: Only the highest combination of interaction effects that generated more than 20.0 utilities 
are displayed
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It can be seen that there is not much difference between females and males in 
seeing things happening in the service delivery system failure segment in 
combination with things being attributed internally with utilities of 60.45 (U = 60.45) 
and 60.92 (U = 60.92) respectively. This means that when dealing with both groups, 
equal concern needs to be paid. Males see more of value in combination with 
externally attributed incidents (U = 56.25) as compared to females (U = 55.10) and 
this seem sensible as males are the ones who usually settled the payment, 
especially if the stay is in an extremely expensive, highly-rated resort and externally 
attributed incidents are intolerable.
Females are seen to be contributing a bit more towards problems concerning 
employee error whilst staying for 3-5 nights (U = 50.58), whereas males added more 
towards seeing things associated with value and staying for 7-2 nights. Again, the 
value factor is of concern to the males, especially when it is only a short stay in a 
highly-priced resort.
Females are not so tolerant when it comes to things associated with the natural 
environment, especially when the stay is more than 6 nights (U = 44.17) as 
compared to males (U = 41.93). The same is true of incidents related to value and 
low price although there is not a precise explanation as to why this combination has 
emerged. Therefore, care should be taken when dealing with female resort 
customers if this situation arises. In terms of things being externally attributed and 
staying between 3-5 nights, there is not much difference for both genders and the 
same goes for the combination of incidents internally attributed in combination with 
staying more than six nights.
Incidents concerning service delivery system failure and happening on a repeat visit 
will be felt more by female customers (U = 28.07), however males see service 
delivery system failure in a later problem as more problematic (U = 26.42).
7.8.3 Gender vs Importances Analysis
The table below described the comparison between male (N=118) and female 
(N=132) in terms of which grenofer contributed more towards the importance score 
being computed.
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Table 7.11: Gender vs Importance analysis
Attributes Importance score 
(94)»
Male (N = 118) Female (N = 132)
Service events 27.43 27.05 27.77
Attribution 19.73 19.18 20.22
Single 15.42 15.64 15.22
experience
Price 14.62 ■15.50 13.83
Length of stay 9.14 9.05
Prior experience 7.28 f .64 6.97
Travelling with 6.38 5.95
a: Importance score in total adds up to 100 and being portrayed in percentages
Interestingly, there are not many differences in terms of service events, attribution, 
single experience and length of stay importance’s scores between females and 
males. Thus, this means that the former four attributes described are all seen as 
important to both females and males. However, price has been rated as more 
important, being seen by ma/es which are in line with the main effects’ and 
interaction effects’ utilities where males usually make the payment and are thus more 
particular of what is being offered to balance up with the value of what’s being paid 
for.
Males are also regarded as more concerned with prior experience which also makes 
sense as it involves the price element. Lastly, females are more affected by travelling 
companion (U = 6.77) as compared to men (U = 5.95), although this is the lowest 
important attribute towards unacceptability of service problems.
7.8.4 Age vs Utilities Analysis -  Main Effects
The table below described the comparison between age groups with respondents 
aged less than 25 years (N= 7), respondents aged between 25-34 years (N = 71), 
respondents aged between 35 -  44 years (N = 158 ) and respondents aged more 
than 45 years fN = 14 ) in terms of which age group contributed more towards the 
main effects part-worth utilities being computed.
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Table 7.12: Age vs Utilities analysis -  main effects
Attributes Level (s) Part-
worth
utilities®
<24 
years 
(N= 7)
25-34 
years 
(N = 71)
35-44 
years 
(N = 158)
>45 
years 
( N = 14)
Service Service
Events delivery
system failure -107.74 -90.75 -103.71 -109.65 -115.09
Natural 23.91 0.88 35.55 20.15 18.81
environment
Employee 51.91 42.20 40.32 55.94 70 01
error 31.92
Value 47.66 27.84 33.56 26.27
Attribution Internal 68.60 79.22 64.03 70.70 62.81
External -68.60 -79.22 -6.03 -70.70 -62.81
Price Low -47.09 -66.41 -47.43 -46.04 -47.54
High 47.09 47.43 46.04 47.54
Single First problem -53.77 -60.41 -59.63 -51.67 -44.53
experience Later problem 53.77 60.41 59.63 51.67 44.53
Travelling Family -12.24 -12.27 -4.93 -14.35 -25.50
with Spouse/friend 12.24 12.27 4.93 14.35
Length of
s
1-2 nights -15.95 -8.00 -18.14 -15.92 -9.10
stay 3-5 nights -6.49 -2.19 -6.42 -6.49 -8.96
> 6 nights 22.44 10.19 22.41 18.06
Past First visit -22.76 -28.63 -22.25 -22.96 -20.22
experience Repeat visit 22.76 28.63 22.25 22.96 20.22
a: Zero-centred between attribute levels
It can be seen that respondents aged over 45 years old contributed most towards 
employee error utilities, with utility of 70.01 (U = 70.01), as compared to other age 
segments. On the other hand, more respondents under the age of 24 years see 
value as a major factor with the highest utility (U = 47.66). Perhaps the financial 
consideration is given more in this age level due to being young and not financially 
stable in general. Respondents aged between 25-34 years of age voted most on 
seeing the natural environment as problematic, with a utility of 35.55 (U = 35.55).
In terms of attribution, respondents below 24 years of age contributed most towards 
seeing problematic encounters which is internally attributed (U = 79.22). People aged 
above 45 years agreed most on the level of high price (U = 47.54) as they tend to be 
more experienced. In terms of later experience, people aged under 24 years rated 
most (U= 60.41) although there is not much difference with respondents aged 25-34 
years (U = 59.63). As for travelling with spouse or friends, the highest utility was 
contributed by the over 45 years of age respondents (U = 25.50).
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Respondents aged between 25-34 years contributed most towards service problems 
connected with the natural environment issues and of staying more than 6 nights. 
Lastly, those seeing a repeat visit as contributing most towards the unacceptability of 
service problems are those under the age group of 24 years. Interestingly, five out of 
nine levels which were seen as having the highest utilities in contributing towards the 
unacceptability of service problems are dominated by respondents under the age of 
24 years.
7.8.5 Age vs Utilities Analysis - Interaction Effects
The table below describes the comparison between the age groups outlined earlier in 
terms of which age group contributed more towards the interaction effects’ part-worth 
utilities being computed. Again, as the computed utilities for interaction effects are 
overwhelming, only 10 highest computed utilities are taken into consideration to be 
compared for this analysis.
Table 7.13: Age vs Utilities analysis -  Interaction effects
Attributes and Levels 
(Interaction effects)
Part-
worth
utilities®
<24 
years 
(N= 7)
25-34 
years 
(N = 71)
35-44 
years 
(N = 158)
> 45 years 
( N = 14)
SDSF X Internal 60.70 88.90 65.78 58.63 47.44
Value X External 55.64 75.52 56.82 54.55 52.09
Employee error x 3-5 49.85 62.87 42.25 52.53 51.58
nights
Value X 1-2 nights 43.35 62.79 39.64 44.26 42.11
Natural environment x > 6 43.11 '60.80 39.38 44.46 38.03
nights
Value X Low 33.02 31.52 30.42 33.70 ‘39.19
External x 3-5 nights 30.36 24.34 24.54 32.25 41.50
SDSF X Repeat visit 27.44 22.85 30.50 26.81 21.37
Internal x > 6 nights 25.90 41 95 13.72 29.47 39.30
SDSF X Later problem 25.79 29.34 18.40 27.92 b7:43
Note: SDSF -  service delivery system failure
a: Only 10 highly generated interaction effect utilities are discussed
Surprisingly, among the ten combinations of interaction effects described above, six 
were actually dominated by respondents of the age under 24 years. These 
combinations are SDSF x internal (U = 88.90), value x external (U = 75.52),
214
Noor Azimin Zainol Chapter 1: M ain Study Two — Findinss and Analysis
employee error x 3-5 nights (U = 62.87), value x 1-2 nights (62.79), and natural 
environment X more than 6 nights (U = 60.80) and internal x more than 6 nights (U =
41.95), with the former five combinations the top five in part-worth interaction utilities. 
This showed that respondents aged under 24 years are vulnerable to seeing more 
problems and contributing towards things being unacceptable.
Alternatively, three combinations out of the ten highest computed part-worth utilities 
combinations were actually from the respondents aged over 45 years. These are 
value X low price (U = 39.19), external x staying between 3-5 nights (U = 41.50), 
internal X staying more than 6 nights (U = 39.30) and service delivery system failure 
in combination with a later problem (U = 37.43). The remaining combination is, 
service delivery system failure and being a repeat visit, with people aged between 
25-34 years contributing most to it.
7.8.6 Age vs Importance Analysis
The table below describes the comparison between the four age group segments in 
terms of which age group contributed more towards the importance score being 
computed.
Table 7.14: Age vs importance analysis
Attributes Importances 
score (%)®
<24 
years 
(N= 7)
25-34 
years 
(N = 71)
35-44 
years 
(N = 158)
> 45 years 
( N = 14)
Service events 27.43 23.70 26.97 27.57 30.10
Attribution 19.73 22.64 18.48 20.23 18.91
Single experience 15.42 17.26 17.04 14.83 12.91
price 14.62 14.97 14.22 15.10
Length of stay 9.14 4.78 9.25 8.58
Prior experience 7.28 7.34 7.24 7.09
Travelling with 6.38 4.47 5.77 6.66
a: Importance score in total adds up to 100 and being portrayed in percentages
Collectively, respondents aged above 45 years see more of service events as 
contributing most towards the unacceptability of service problem (U = 30.10). This 
gives an indication that more mature respondents should be given more emphasis 
and action should there be any mishaps happening. This is followed by attribution (U
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= 22.64), single experience (U = 17.26), price (U = 18.97) and prior experience (U = 
8.18) being rated most by people under the age of 24 years. On the other hand, 
length of stay (U = 9.43) was being chosen most by respondents of age between 25- 
34 years, while travelling companion was being more chosen by respondents aged 
above 45 years (U= 7.31).
7.8.7 Nationality vs Utilities Analysis -  Main Effects
The table below describes the comparison between three different nationalities -  
Western (N=74), Asian (N= 172) and Others (N=4) in terms of which nationality 
contributed more towards the main effects part-worth utilities being computed.
Table 7.15: Nationality vs Utilities analysis -  main effects
Attribute(s) Level(s) Part-worth
utilities®
Western
(N=74)
Asian 
(N= 172)
Others
(N=4)
Service Service delivery
Events system failure -107.74
Natural 23.91
environment
Employee error 51.91
Value 31.92
Attribution Internal 68.60
External -68.60
Price Low -47.09
High 47.09
Single First problem -53.77
experience Later problem 53.77
Travelling Family -12.24
with Spouse/friends 12.24
Length of 1-2 nights -15.95
stay 3-5 nights -6.49
> 6 nights 22.44
Past First visit -22.76
experience Repeat visit 22.76
-107.99
12.5
59.51
72.94
-72.94
-45.45
45.45
-51.11
51.11
-16.65
16.65
-13.34
-7.08
20.43
-24.74
24.74
-107.31
28.7g
48.26
30.32
66.53
-66.53
-48.08
-55.15
-10.29
10.29
-17.23
-6.13
-21.62
21.62
-121.86
27.13
b8.05
26.68
!77.57
-77.57
-34.63
34.63
-45.83
45.83
-14.54
14.54
-8.73
-10.89
19.61
-35.28
a: Zero-centred between attribute levels
In terms of service events category, other nationality has contributed most towards 
incidents caused by employee error with utility of 68.05 (U = 68.05). This proved that 
incidents caused by employee errors are viewed as very important even with only 
four respondents, as it generated a high utility than other nationalities with larger
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number of respondents. Value in terms of star rating was looked at more by the 
Westerners.
However, unpredictably the Asians are the ones who said that the natural 
environment is the thing that bothers them most when holidaying (U = 28.72), 
although they are more aware of the natural surroundings of the tropical 
environment. And surprisingly enough, the Westerners; who are not well-suited with 
the tropical climate, only see this as a minimum impact with the lowest utility (U = 
12.5).
Other nationality has also dominated incidents being attributed Internally {U = 77.57). 
Asians are seen as more concerned with the price (U = 48.08), especially with things 
happening in the later service experience (U = 55.15), which proves their intolerance 
towards service problems happening later in the service experience.
Westerners see problems to be more difficult when they are travelling with 
spouse/friends (U = 16.65), while Asians tend to see things as more problematic 
when they stay more than 6 nights in the resorts. Finally, other nationality contributed 
being on a repeat visit as most contributing towards seeing things as a failure (U = 
35.28) as compared to Westerners (U = 24.74) and Asians (U = 21.62).
7.8.8 Nationality vs Utilities Analysis - Interaction Effects
The table below describes the comparison between three different nationalities -  
Western (N=74), Asian (N= 172) and Others (N=4) in terms of which nationality 
contributed more towards the interaction effects part-worth utilities being computed. 
As of the previous analysis with interaction effects and demographic segments, only 
the 10 highest computed utilities are taken into consideration to be compared for this 
analysis.
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Table 7.16: Nationality vs Utilities analysis -  interaction effects
Attributes and Levels 
(Interaction effects)
Part-worth
utilities®
Western
(N=74)
Asian 
(N= 172)
Others
(N=4)
SDSF X Internal 60.70 57.26 61.95 70.49
Value X External 55.64 55.26 55.42 71 94
Employee error x 3-5 49.85 50,70 49.63 43.65
nights
Value X 1-2 nights 43.35 42.83 43.56 43.75
Natural environment x > 6 43.11 44.72 42.37
nights
Value X Low 33.02 37.08 30.90 49.09
External x 3-5 nights 30.36 33.49 28.82 38.58
SDSF X Repeat visit 27.44 25.85 28.04 30.94
Internal x > 6 nights 25.90 32.24 23.01 32.93
SDSF X Later problem 25.79 32.69 22.85 24.54
Note; SDSF -  service delivery system failure
a: Only 10 highly generated interaction effect utilities are discussed
Out of the ten combinations of interaction effects, it can be seen that eight of them 
were actually dominated by the othernationality. These combinations are service 
delivery system failure and internal (U = 70.49), value x external (U = 71.94), value x 
1-2 nights (U = 43.75), natural environment x staying more than 6 nights (U = 45.41), 
value X low (49.09), external x staying for 3-5 nights (38.58), service delivery system 
failure x repeat visit (U = 30.94) and internal x staying for more than 6 nights (U = 
32.93). This has undoubtedly shown that these other nationalities have proved to be 
intolerant in some parts of the main effects (as described in the previous table) but 
also especially more intolerant when it comes to the combination of levels of 
interaction effects.
However, among the eight combinations, three combinations are seen as having a 
very slight difference in terms of utilities computed, as compared to the other 
nationalities. Two of them suggest that the Westerners see natural environment and 
staying more than 6 nights (U = 44.72) as also contributing to the utilities generated 
while the other combination is having a service delivery system failure in a later 
problem in the service experience (U = 32.69). Furthermore, not only do other 
nationalities see value and staying for 1-2 nights as contributing to service problem 
being unacceptable, but Asians also tend to have quite a similar view (U = 43.56).
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A verbal communication between one of the researchers with a few front office staff 
regarding how different nationalities perceive problems has also somewhat confirmed 
this finding. The results generated above have provided some empirical base of the 
situation. The remaining two combinations have the Westerners contributing to it 
more with employee error x 3-5 nights (U = 50.70) and service delivery system failure 
X later problem (U = 32.69).
7.8.9 Nationality vs Importance Analysis
The table below described the comparison between three different nationalities -  
Western (N=74), Aslan (N= 172) and Others (N=4) in terms of which nationality 
contributed more towards the importance score being computed.
Table 7.17: Nationality vs importance analysis
Attributes Importance 
score (%)®
Western
(N=74)
Asian 
(N= 172)
Others
(N=4)
Service events 27.43 27.28 27.39 32.24
Attribution 19.73 20.90 19.16
Single experience 15.42 14.57 ;15.84 13.09
Price 14.62 14.07 14.90 12.50
Length of stay 9.14 8.44 9.51 5.76
Prior experience 7.28 7.77 7.01 10 08
Travelling with 6.38 ;6.96 6.19 5.76
a: Importance score in total adds up to 100 and being portrayed in percentages
Collectively, the other nationalities contributed in three attributes towards seeing 
things as unacceptable. They are the service events (32.24%), attribution (22.16%) 
and to a lesser extent, the prior experience (10.08%). The two highly rated 
importance scores are service events and attributions which were proven to be seen 
by the other nationalities as very important. This also supports the utilities computed 
by the nationality and interaction effects table above which shows most of the 
combination are being dominated by the other nationalities.
The Asians, on the other hand, made up more on the single experience (15.84%), 
price (14.90%) and length of stay (9.51%) while the last attribute that is travelling with 
is seen most by the Westerners (6.96%). Perhaps most of the Westerners travel with 
spouses which explain this phenomenon.
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Interestingly enough, most of the highest scores for the main effects utilities contributed 
by average trip per year comes from the second half of the table (three trips per year and 
above), although the quantity of respondents who travelled more than three trips a year 
are less than the other part of the table (between zero trips to two trips per year) with 38 
respondents and 212 respondents recorded respectively.
This is true for employee error, with people who travelled three trips a year having the 
highest utility (U = 64.39) followed by respondents with more than five trips (U = 61.84). 
As for value, people having four trips per year see this more (U = 50.48) and also people 
having five trips/year (\J = 41.30). Only the respondents having nil international trips per 
year said that the natural environment having the most utilities towards the 
unacceptability of service problems.
People travelling on a five trips per year contribute towards seeing internally attributed 
problems as a high factor in unacceptability of service problems and this is also true for 
those having four international trips per year (\J = 83.80). People who travelled more 
than five trips are prone to see the high price factor as a failure (U = 63.19) while 56.68 
utilities are recorded for people travelling five trips a year on the same factor. The 
highest utility recorded by seeing a later problem as unacceptable are 62.41 and 59.94 
with those travelling on a four trips/year and more than five fr/ps/year respectively.
People travelling on three trips and four trips a year see staying more than six nights in a 
resort as being unacceptable with utilities of 27.39 and 24.28 correspondingly. Lastly, 
those having travelled five times a year recorded a high utility value of 45.62 (U = 45.62) 
as compared to others in terms of being a repeat visitor to a resort.
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As for the interaction effects and average annual trips made per year, the same pattern 
of results was recorded as of the main effects’ interactions. It is shown that most of the 
highest utilities generated came from the second part of the table {people who travelled 
three trips or more in a year) as compared to those travelling less {between nil to two 
trips per year).
Those travelling five trips a year recorded five highest utilities in seeing the combinations 
of levels under investigation in leading to unacceptability of service problems. These are 
the service delivery system failure and things being Internally attributed (U = 82.84), 
employee error and staying for 3-5 nights (U = 78.74), value x 1-2 nights (U = 88.67), 
value and low (U = 38.15) and service delivery system failure and a later problem (U =
38.96). On the other hand, people travelling on four trips per year see natural 
environment and staying more than six nights as highly attributing towards the 
unacceptability of service problems.
Externally attributed incidents coupled by staying for 3-5 nights and Internally attributed 
incidents and staying for more than 6 nights have the highest utility by those travelling on 
three trips a year. However, the unexplainable phenomenon of duration of nights stay in 
a resort is yet too vague to be elucidated. Perhaps this is open for further exploration. 
Finally, people travelling more than five trips a year contributed highest towards seeing a 
service delivery system failure and staying more than 6 nights with a utility value of 31.78 
(U = 31.78).
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Not surprisingly, a similar result pattern followed suit for the average importance score 
and the average annual trip per year from the results given by main effects and 
interaction effects. It is also shown that most of the importance scores are recorded by 
those having to travel more than 3 trips per year. Those travelling on five trips per year 
have said that attribution (26.83%) is important towards unacceptability of service 
problems in addition to length of stay (99.96%) and prior experience (13.03%).
Service events were voted as highly important for those travelling on three trips a year. 
They also viewed travelling companion important with as important score of 7.19% as 
compared to other trips. Alternatively, single experience was viewed as important by 
respondents who travel on four trips a year (17.83). For those travelling on more than 
five trips a year, price is the major concern. Perhaps this is due to the many trips that 
they make, so spending wise is a priority to be taken under consideration.
To make the analysis more revealing, other analyses were also conducted, involving a 
two-way analysis between the demographic segments of gender, age, nationality and 
average annual trip per year (trip). This analysis was done to determine the 
combinations of segments which provided the most utilities towards unacceptability of 
service problems, thus ensuring the resort providers target these segments in terms of 
having better service delivery.
The analyses were conducted on the combination of gender and age, gender and 
nationality and gender and average trip per year in terms of part-worth utilities of main 
effects, interaction effects and importance analysis. The summary of data for each 
combination (tables) is provided following one another for analysis of main effects, 
interaction effects and importance analysis, which are then proceeded by the analysis 
and explanation for ease of flow and understanding.
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As seen in Table 7.21, the combination of ma/e and aged more than 45 years gives the 
highest utility value (U = 70.35) in terms of employee error, being the highest service 
event utilities being computed. Therefore, caution should be taken by the sen/ice 
provider in this combination as they tend to see more problems in their stay in resort 
hotels. In addition, the younger generation of males {aged 34 years and below) tend to 
see the value factor {star rating and price charged) having utility of 64.65 (U= 64.65) and 
also perceiving the price issue (U = 67.19) to be more of concern and hence will be likely 
to contribute towards seeing things as unacceptable when dealing with these issues.
Additionally, the younger generation of females also agree on this as they tend to see 
natural environment (U = 39.36), things being internally attributed (U = 79.39), being a 
later problem (U = 68.34) and things happening on a repeat visit (U = 30.21) as leading 
more to things being unacceptable. It is only the combination of females who are more 
than 45 years travelling with spouse/friends who are more prone to see things as a 
failure. In total, younger respondents whatever their gender, are prone to see 
problematic issues in their service encounters as contributing towards being 
unacceptable.
Things are made more interesting when it comes to assessing the interaction effects in 
Table 7.22. It is found that four combinations out often combinations of interaction 
effects were perceived by males of below 24 years of age. These combinations are 
service delivery system failure and being internally attributed (U = 89.31), value and 
staying 1-2 nights (U = 79.59), value and low price (42.79) and things that being 
internally attributed and staying more than 6 nights (U = 58.65). On the other hand, 
things attributed externally in combination with staying between 3-5 nights (U= 44.19) 
and service delivery system failure in combination with things related to a later problem 
(U = 39.09) are seen most by males above 45 years old.
On the other side of the gender, when things concerning value and being externally 
attributed are of issue (U = 79.46), together with things caused by employee error within 
a 3-5 nights stay (U = 64.46) and problems to do with the natural environment and 
staying for more than six nights (U = 62.59), females of below the age of 24 years are 
likely to attribute these towards unacceptability of service problems. Females aged 
between 25 -  34 years are then likely to see things as unacceptable when it is a 
combination of service deiivery system failure and being on a repeat visit. Again, the
229
No or Azimin Zainol____________________________________ Chayter  7;  Main Study Two -  F indinss and Analysis
younger respondents are to be taken more consideration when it comes to providing a 
fault-free service delivery, specifically the male resort customers.
Seeing things in the importance score in Table 7.23, it can be concluded that the females 
regarded service event (32.01%), attribution (22.68%), single experience (19.53) and 
travelling companion (9.46%) as more important towards things being considered as 
unacceptable. Subsequently, males under the age of 35 years placed more importance 
on the price factor (19.20%), duration of stay (10.80%) and prior experience (8.96%).
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According to Table 7.24, out of the nine main effects generated, six of them actually 
derived from othernationalities. Specifically, four were actually from males (employee 
error, U = 94.14, value = 58.85, being attributed internally, U = 84.16 and high price, (U = 
64.41) while two were actually from females (natural environment, U = 77.03 and being a 
repeat visit, U = 51.17). As these are other nationalities which are not specific, nothing 
much can be said in terms of analysis explanation.
However, some Asian males said that a later problem will contribute towards the 
unacceptability of service problem more while some Aslan females regard things being 
unacceptable when staying more than six nights (U= 24.01). To a lower extent, female 
Westerners say that when travelling with spouse or friends, they tend to see things as 
being more unacceptable (U = 17.90).
Referring to Table 7.25, a similar pattern was revealed in terms of gender and 
nationality. The majority of the combination effects are dominated by males from other 
nationalities, in addition to one female of the other nationalities. Yet again, there is no 
inconclusive explanation that could be given, as it is not determined what the other 
nationalities specifically cover.
The remaining three combinations were perceived more by male Westerners as leading 
towards the unacceptability of service problems. They are things associated with 
employee error and staying between 3-5 nights (U = 53.28), value and staying between 
1-2 nights (U = 47.60) and natural environment concerns and staying for more than six 
nights (U = 45.25). Interestingly, all the combinations relate to the issue of length of stay, 
which was formerly vague and open for more exploration.
Finally, in explaining the importance analysis in relation to gender and nationality 
combination as of Table 7.26, it can be seen that females of other nationalities see 
service event as most important (32.42%). They also see that prior experience the same 
(14.62%). Collectively, males of othernationalities see attribution (24.04%) and price 
(18.40%) as important. Asian males see single experience as 16.08% important in 
contributing towards the unacceptability of service problems. To a lesser extent, male 
Asians also see the iength of stay as important (9.53%) while female Westerners regard 
travelling companion as important with 7.41% importance towards unacceptability of 
service problems.
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The final combination segments are between gender and average trips per year, as 
illustrated in Table 7.27, Table 7.28 and Table 7.29.
For main effects (Table 7.27), it is found that both males and females who travelled for 
more than four trips annually contributed to the main effects utilities generated. In 
particular, females who travelled more than five trips a year regard employee error as the 
most contributing factor to things being unacceptable (U = 78.71). They also tend to 
attribute value (U = 64.64), things being internally attributed (U =101.21), travelling 
especially with spouse/friends (U = 33.29) and staying longer than 6 nights, as highly 
attributable to problematic things being unacceptable.
In contrast, males tend to attribute natural environment (U = 44.93), being high price (U 
=67.12), things happening later in the service experience (U =66.24) and things 
happening on a repeat visit (U = 51.87) towards the unacceptability of service problems 
although they pose the same trip patterns (having more than four trips a year). Again, the 
value issue lay in the hands of the males.
For interaction effects as shown in Table 7.28, the same trend is distinguished. Males 
and females travelling more than four trips are highlighted to be dominantly contributing 
towards the interaction effects leading to what is seen as unacceptable. However, it is 
difficult to distinguish whether males or females are superior in this area as both sides 
have an equal number of combinations (based on the ten combinations outlined). 
Nevertheless, if something happens involving service delivery system failure and being 
internally attributed, males will be the ones who will be irritated (U = 106.46). The same 
can be said for things concerning price while being attributed externally, males will be the 
ones who will tend to be annoyed first (U =75.62).
Lastly, without a doubt, the same pattern will arise in the importance table (Table 7.29), 
where it is also seen that those travelling on more than four trips annually will have their 
importance score moving more towards what is being seen as unacceptable.
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7.9 Severity and Criticality Analysis
The final analysis concerned the terms of the severity and criticality of the scenarios 
presented. This analysis was undertaken to identify which are the scenarios that lead to 
the unacceptability of service problems in a resort hotel customer’s perception, hence 
the attributes are regarded as contributing towards failures and vice versa by measuring 
the severity and criticality levels. This analysis is deemed to also act as a triangulation 
methodology with regards to the results generated in the earlier analyses.
Each scenario in each questionnaire version has a follow-up question relating to the 
severity and criticality of the scenarios presented. The respondents were asked to rate 
their perception pertaining to the magnitude of the service problem presented, which 
portrays the severity of the problem. In addition, the respondents were also asked to rate 
the importance of the problem to depict the criticality of the problem in their judgment. 
Both questions have a rating scale of 1-being less severe/ critical to 5 -  being more 
severe/ critical. There were 25 different scenarios in each version, which makes it a total 
of 100 different scenarios altogether (25 scenarios x 4 versions) with 250 respondents’ 
answers for each severity and criticality rating question.
A simple mean analysis was undertaken to confer to this purpose, as there is no 
alternative way to group the scenarios together, as each individual scenario has a 
uniquely generated attribute level. For each scenario in each version, the mean value is 
generated for the severity and criticality question. Later, the highest severity and 
criticality value is determined among the 25 scenarios presented in every version. In 
order to identify for the highest severity and criticality value, it is suggested that a mean 
value of more than 3.5 from the rating scale be regarded as contributing towards things 
being seen as unacceptable. This is due to this value having a greater influence in 
determining which attribute leads to the unacceptability of service problems. Moreover, 
most of the means generated lie between 2.5 and 3.5 which make it vague to identify 
what are the attributes that contribute most towards the unacceptability factor.
The table in the following page highlights the result of the severity and criticality mean 
values for each scenario presented in the four different versions of questionnaire.
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As seen in the table above, for Version 1 questionnaire, there are four mean values that 
are higher than 3.5 as suggested to be the cut-off point to identify the attributes that 
confers towards the unacceptability of service problems. They are scenarios 4, 5, 7 and 
13. Scenarios 4, 5,7, 13 have one element of the service event, that is a problem related 
to the natural environment, which was reported to contribute highest to the 
unacceptability of service problems while they also share the same attribution level, that 
is the scenarios are being internally attributed. All four scenarios are also regarded as 
high price by the respondents. Scenario 4 and 5, however, show people seeing the 
problem as an issue when it is a later problem encountered while scenarios 7 and 13 are 
regarded as severe and critical when the problem is encountered in the first instance of 
the service experience.
Overall, most respondents regarded having a problem related to a natural environment 
and employee error, being internally attributed, having to pay lots of money whilst being 
the first issue they encounter on a repeat visit to the resort, as being seen as severe and 
critical at the same time as these scenarios gave the highest mean value.
In questionnaire Version 2, there are three mean values that surpassed the cut-off point 
in the severity and criticality analysis. These are recorded for scenarios 2,13 and 18, 
while scenario 22 has the criticality mean just above 3.5, although its severity value was 
3.4. All scenarios (2, 13 and 18) have factors of service event, being attributed internally, 
the problem being a later problem, travelled with either friends or spouse, staying for 
more than 5 nights and the problem happened during the first visit to the resort.
Only scenario 18 recorded the issue being low price, whereas scenarios 2 and 13 have 
the issue being high price. This is something to ponder as it goes beyond the normal 
perception of ‘if the customers pays a premium, they would expect to see more things 
being unacceptable'. Unlike scenario 18, the mean generated has shown that people do 
tend to see things as unacceptable although they regard the service experience as being 
low priced. This has the implication that the price paid is not the main indicator of what is 
being seen as unacceptable.
Thus, things having related to the issue of natural environment, being internally 
attributed, with a high price, being a later problem encountered in the service experience 
on the first visit, and staying more than 6 nights, whilst also travelling with friends or 
spouse, has recorded the highest mean of severity and criticality in the Version 2 
questionnaire.
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On the other hand, in questionnaire Version 3, six scenarios recorded the means of 
above 3.5 in the severity and criticality analysis. They are scenarios no. 2, 7, 8,9,12 and 
23. While most of these scenarios have the agreed attribute level to contribute towards 
things being seen as unacceptable, as has been conveyed in the previous results, there 
are some odd instances whereby one or two combination of levels in the scenarios 
constructed had contributed to the means generated. This is held true by the 
combination in scenarios 8 and 23, where they share the same factor of the scenario 
being externally attributed, whilst scenarios 7 and 9 have the issue happening as the first 
problem they encountered.
Furthermore, scenarios 9 and 12 have the issue of being concerned as having a low 
price but still regarded as severe or critical. Scenario 22, whilst just recording a mean of
3.0 for the severity question, has generated a mean of 3.7 for its criticality level. This has 
shown that respondents do think that some issues are indeed important to them although 
the impact is not really severe to their perception.
Lastly, in analysing questionnaire Version 4, it can be seen that scenarios 6 and 13 have 
the mean value of above 3.5 in the severity and criticality analysis. However, scenario 6 
has the issue of being externally attributed and travelling with family as regarded as 
critical and severe, whilst scenario 13 has the issues of being low price, travelling with 
the family and it was the first visit to the resort as seen as severe and critical. Things 
being externally attributed do occur in the interaction effects in the earlier analyses 
especially when it involves a combination of paying a premium for the stay. All other 
attribute levels meet the projected results as earlier generated.
With regards to the mean results generated and the analyses made, this has brought 
forward that people do employ a serious calculus consideration in terms of making a 
decision of what actually leads to things being seen as unacceptable. In addition, the 
mean criticality values on majority are seen as higher than the mean severity values.
This has the implication that although some issues were not severe to the respondents’ 
perception, this had an important impact on them.
Lastly, as this analysis is done to perform as a triangulation method, this has, overall, 
supported the results done earlier in the other analyses, although this has brought to the 
surface a more detailed outcome which was not seen in the previous analysis using the 
conjoint analysis. This is made true with the odd emergence of certain factors, for 
example, travelling with the family and being a first visit to the resort, as more severe and
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critical. However, the conjoint analysis conducted via the Bayesian estimation has the 
power to accumulate all the respondents’ answers in a more rigorous approach as 
compared to the simple mean analysis.
7.10 Conclusion
This chapter has presented the findings of the quantitative study. The steps of data 
analysis previously outlined in Chapter 6 were strictly being followed, based on the 
underlying assumptions made earlier. In terms of utility analysis, it was seen that 
employee errors, problems attributed internally, problems associated to being highly 
priced, being a later problem in the service experience, resort customers who stayed for 
more than six nights, being a repeat visitor and finally, those travelling with 
spouse/friends, are factors that contribute most to the factors that people see as 
attributable to things being a failure.
A further analysis of the combination of levels saw that service delivery system failure, 
issues relating to iength of stay, issues relating to attribution of the problems and the 
value factors are amongst the highly related factors contributing to things being 
unacceptable. This is validated by the projected importance analysis of the service 
events, attribution, single experience and price factors as the most important factors 
contributing towards resort hotel customers’ perception of unacceptability. In addition to 
this, the advance application of the CA on the demographic segmentation analysis has 
brought forward further detailed outcomes in terms of specific segments leading towards 
what is seen as failures by different segments. Furthermore, the results from the severity 
and criticality analysis have somewhat supported and acknowledged the outcome 
generated in the previous analyses undertaken.
The next chapter will discuss in detail the results in Main Study Two, with the focus on 
the evaluation of the modified framework adapted for the study.
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CHAPTER EIGHT 
DISCUSSION OF THE FINDINGS
8.1 Introduction
This chapter will integrate the study findings and analysis described in the previous 
chapter with existing theories and literatures. In particular, it will discuss the 
implications of the study findings in the light of current theories in hand in terms of the 
service quality concepts, particularly the service failure literatures and the under­
researched ZOT and acceptability theories.
This chapter will firstly revisit the conceptual framework developed earlier to be 
tested in Main Study One. The attributes under study surrounding the framework are 
reviewed in this section to recapitulate the whole purpose of the study. Next, 
discussions of the ZOT and acceptability concepts as theoretical bases underpinning 
the research are appraised. This is followed by discussions of the significant 
emerging issues of the analysis. Specifically, the issues derived from the results 
generated from the utilities analysis involving the main effects, the interaction effects 
and importance analysis results are evaluated in relation to the appropriate 
conceptual theories.
Subsequently, the demographic segmentation analysis results are also discussed to 
explore further the meanings of the data from the relationships that emerged around 
the variables of the study. This is then followed by discussions of the severity and 
criticality analysis as a means of supporting the previously generated results. The 
model is then revised and finalised based on the discussed findings. This chapter will 
then conclude with some remarks on the arguments that have been presented in 
relation to the underlying theories in hand.
8.2 The Conceptual Framework Revisited
The research started by conducting a preliminary study with the intention to surface 
some of the key issues and also obtain initial insights into the conceptual 
underpinnings of the study, as there is no complete conceptualisation of what is
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actually meant by ‘service failure' and its interconnection to the ‘zone of tolerance’. 
The results of the preliminary study were indeed interesting as they portrayed that 
different people have different perceptions of service performance, and particularly 
that one individual’s perception of failure can vary significantly from another’s. As 
peoples’ perceptions vary, so do their zones of tolerance. It can also be seen that 
individuals have less agreement on negative performances as compared to the more 
positive ones. In relation to the concept of ZOT then, it appears that individuals have 
a wider zone of tolerance when facing negative encounters but have a narrower ZOT 
in dealing with positive encounters (Zainol and Lockwood, 2008). This supports the 
notion made by Parasuraman et al., (1991), Sparks (2001) and ZiethamI et al.,
(2006).
The central focus of the study is the point at which individuals’ are not tolerant 
anymore with the service delivered -  the tipping point where service goes below the 
adequate service expectation in the ZOT threshold. Hence, the concept of 
acceptability of a service problem is put fonA/ard. This study aims to look at an 
individual’s tolerance in terms of their acceptability or unacceptability of the service 
problems that they encounter in a resort hotel stay, based on attributes extracted 
from a critical review of the service failure, ZOT literatures and results gained from 
the preliminary study and Main Study One. In particular, the attributes influencing the 
CTC are of pivotal concern as they are the main attributes investigated for the 
research. Hence, this has contributed to the development of a conceptual framework 
for the research (please refer to Figure 8.1 below).
Various attributes contribute to the development of the emergent framework, and 
each attribute was defined accordingly in Chapter Four (please refer to pages 86-90). 
‘Service events’, refers to negative events that customers may encounter in a resort 
hotel stay, and were constructed from previous literature classified into groups and 
sub-groups of service failure (Bitneret al., 1990; 1994; Kelley et al., 1993; Hoffman et 
al., 1995; Chung and Hoffman, 1998; Lockshin and McDougall, 1998; Lewis and 
Clacher, 2001; Michel, 2001; ; Lewis and Spyrakopoulos, 2001; Holloway and Beatty, 
2003; Meuter et al., 2003; Lewis and McCann, 2004; Ahn et al., 2005). These service 
events can also be seen as either based on outcome failure, which represents core 
service problems, or process failure, representing the intangible aspects of a problem 
as suggested by Gronroos (1984).
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The central focus of the emergent framework is what is referred to here as the 
Customer Tolerance Calculus (CTC), which represents the customer’s perception 
(decision) of the acceptability of service problems; whether a particular service event 
is considered as either acceptable or unacceptable. The term “calculus” is employed 
to depict the notion of the complex decision-making process that individual’s confer in 
making a preference in processing the trade-off of attributes and levels to come to a 
decision whether the problematic service event is acceptable or unacceptable.
The model suggests that the CTC is determined from many attributes which will 
influence the customer’s tolerance zone regarding the service delivered. The service 
events attributes are classified into three groups; scope, personai and sequence.
To reiterate, the scope factor is identified to consist of the criticality, severity, 
attribution and price of the service event. However, although criticality and severity 
were identified through the literature reviews and then confirmed through individual 
stories via the CIT study, it has shown to lead to significant bias when included in the 
pilot study. Due to this drawback, both attributes have been taken out of the calculus 
and treated as two separate questions in measuring the overall scenarios given. As 
such, they are now treated as artefacts of the identification of failure rather than 
inputs to the overall evaluation made.
The two other attributes concerned in the scope factor are attribution and price. 
Several authors have addressed the issue of attribution in relation to failures (Harvey 
and Weary, 1984), Bitner et al., (1990), Weiner (1982), Hewston (1989), Sparks 
(1991) and Hess et al., (2007). A number also suggested that customers may 
engage in attributional processes to make sense of what has occurred when a 
service delivery does not match customer expectations (Harvey and Weary, 1984) 
and Bitner et al., (1990). It is almost always true that when a problem exists, an 
individual will revert to the perceived cause of the problem to make sense of what is 
going on.
The pricing factor will also influence an individual’s acceptability of a service problem 
(Parasuraman et al., 1991; Sparks, 2001). In terms of the pr/ce factor, it is contended 
that if the price paid is high, then a customer’s tolerance would be lower, as they 
have paid a premium and expect more, compared to paying lower prices where 
tolerance may be wider, as customer’s might expect less.
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The next group of factors are persona/factors. These consist of age, gender, 
frequency of international travel and travelling companion, which has been 
addressed in a limited way in the literature, although Sparks (1991) did mention the 
constructs of age and gender in her conceptual papers as influencing individual’s 
tolerance.
The third group of factors concern the sequence of the service event. This can be 
demonstrated by the length of stay, single experience and prior experience. In terms 
of the length of stay, this study explores whether customers are more or less tolerant 
in facing a problematic service encounter when staying for different lengths of time 
(Sparks, 2001). In terms of single experience, it is suggested that if customers had 
experienced a bad experience in the initial service encounters in the same service 
experience, customer tolerance will be lower for the subsequent service encounters, 
and vice versa (Sparks, 2001; Severt et al., 2005). This also serves to address and 
investigate the notion made by Johnston (1995), that a prior negative encounter will 
predispose individuals to see future encounters as negative. If the customer had a 
bad experience in the previous events in previous visits, it is assumed that the 
customer's tolerance will be narrower in future stays in the establishment, and vice 
versa (Sparks, 1991; Severt et al., 2005). Both single experience and past 
experience have been only limitedly addressed in the literatures.
8.3 The Dynamics of ZOT and Acceptability Issues
A fundamental concept in this research is the Zone of Tolerance (ZOT), a concept 
that emerged from the expectations theories. The ZOT is based on the assumption 
that customers recognise and are willing to accept a degree of variability in service 
quality which will still result in satisfaction (Parasuraman et al., 1991; ZeithamI et al., 
1993; Liljander & Strandvik, 1993; Johnston, 1995; 2005). Johnston (1995) and 
G Wynne et al., (2000) posit that the concept represents both a range of expectations 
and an area of acceptable outcomes in service encounters. Liljander and Strandvik 
(1995) also described the ZOT as the “zone of indifference” or “latitude of 
acceptance”.
Gronroos (2001) indicated that the ZOT assumes that customers do not have 
expectations of a service attribute at only one given level. As previously stated, the 
most generally accepted notion of the ZOT is the recognition that it falls between two 
expectation standards - the desired service level and the adequate service level
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(Berry and Parasuraman, 1991; ZeithamI et al., 1993; Lovelock, 2001). In particular, 
desired service is defined as a blend of what ‘can’ and ‘should’ be provided and is 
positioned as the upper threshold of the zone, whilst adequate service is defined as 
the minimum level of service performance a customer considers to be acceptable 
and is positioned as the lower level of the threshold (Parasuraman et al., 1994).
According to ZiethamI et al., (2006), the desired service level is relatively 
idiosyncratic and stable as compared with adequate service. Therefore, it is not the 
intention of this research to discuss the desired service level, but to centre more 
towards the lower level of the zone which is seen as more problematic and prone to 
fluctuation. What is of key interest here is the point at which service is regarded as 
unacceptable by the customers; where services go below the adequate service level. 
It is expected that there will be a tipping point where customers are no longer tolerant 
and where the service is deemed to be below expectations with realization of service 
failure and consequent customer dissatisfaction.
The concept of acceptability was put forward by Michel (2001) in a banking study 
which he then related to the concept of ZOT. However, any constructs that 
contributed towards the acceptability of failure were not mentioned. It can be said 
that when service problems occur, different individuals have different levels of 
acceptance in terms of their ZOT regarding that particular event. It is also suggested 
that the acceptability of a service problem is influenced by diverse factors which 
depend on an individual’s judgement. As such, this study has intended to investigate 
an individual’s tolerance by employing the acceptability concept in making a decision 
as to whether a problematic service event developed based on the various attributes 
identified are acceptable or unacceptable. This will lead to the identification of those 
factors that are deemed to influence an individual’s decision about the acceptability 
or unacceptability of a service problem and so determine failure.
Customer’s expectations play a major role in evaluating a service failure, hence the 
base of this study in disconfirmation theory. Different people see different things 
differently. Some might regard something as a failure while it might not be regarded 
as a failure by someone else. Michel (2004) reported that most customers perceive 
minor failures as acceptable and within their ZOT. Although service failures do 
happen once in a while, individuals know that things can go wrong and that even 
their adequate performance expectations are not always met.
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It is also posited that different customers have different zones of tolerance depending 
on the service they encounter (Parasuraman et al., 1991; ZeithamI et al., 2006).
What can be a severe failure to one individual might be an insignificant case to 
another (Sparks, 2001). This, in fact, has an effect on the width of the ZOT where the 
wider the width, the more tolerant the customers are with the service and 
organisations have more scope in managing their services.
Various authors are in agreement that the ZOT's thresholds are subject to change 
according to various factors. Johnston (1995) suggests that among the factors that 
influence the individual’s acceptability (and hence affecting their tolerance) are prior 
experiences, the organisation’s image or secondary data sources. Subsequently, 
ZeithamI et al., (2006) propose that the ZOT might expand or contracted for an 
individual customer dependent on factors such as price, competition or specific 
service attributes. Michel (2001) is in agreement with ZiethamI et al. (2006) with the 
price factor, whilst also adding situational factors as also influencing an individual’s 
tolerance. In short, the tolerance threshold is subject to being narrower or broader 
depending on an individual’s evaluation of diverse factors. However, the researcher 
has found limited attention to the effects of the scope, personal and sequence factors 
in ZOT studies. Hence, this study will examine these fluctuations, whilst also relating 
it to the notion of the acceptability of service problems.
ZOT also depends on whether the service is critical or severe to the customers or in 
other words, different service attributes affects ZOT. For example, the more critical or 
important the attribute, the narrower the ZOT would be. It can be argued that the 
criticality and severity of service failures (Kelly and Davis, 1994; Ostrom and 
lacobucci, 1995; Webster and Sundaram, 1998; Michel, 2001; Cranage, 2004) can 
influence a customer’s tolerance zone regarding the service delivered. It is suggested 
that the more critical or important the service attribute, the narrower the ZOT would 
be and vice versa.
Johnston (1995) also raised the notion that a failure in a single element of the service 
encounter may have a negative influence on the overall service experience. In 
addition, an initial service failure may also sensitize customers to more negative 
perceptions in upcoming service elements, so resulting in a narrower ZOT. A failure 
in one transaction may change the dissatisfaction threshold and subsequent 
problems could be seen as a possible failure that otherwise could have been 
accepted if there was no failure beforehand. This in turn, might well affect the overall
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dissatisfaction or satisfaction with the provider. An initial failure early in the 
experience may raise the adequate threshold and following encounters are prone to 
being seen as failures. Consequently, this will have an effect on overall satisfaction 
and quality.
The present study was designed to determine the salience of the attributes that 
resort hotel customers perceive to contribute towards service failure. Independent 
attributes have been identified and tested via problematic scenarios where 
respondents have performed a calculus in identifying which factors are perceived as 
the most important in leading to failures in resort hotels. In addition, joint effects 
between the independent attributes are also identified to further understand what 
makes failures evident in the resort hotel industry.
The most significant findings are the identification of the key independent attributes 
that have been shown to influence an individual’s determination of the unacceptability 
of service problems. These are identified as:
• issues relating to employee errors
• problems being attributed internally
• problems encountered in the later stage of the sen/ice experience
• problems concerning high value for money
• negative incidents encountered especially on a repeat visit
• guests staying for more than six nights, and
• travelling with a spouse or friends
SERVICE EVENTS
The first issue concerns the type of service event which is made up of service 
delivery system failure, natural environment, employee error and value. Collectively, 
the service event attributes are proven to be the most important factor contributing to 
people seeing problems as a failure. However, of the four types of service events, 
employee error is shown to have the highest influence factor towards people seeing 
problems as being a failure. Employee error is operationally defined as problems 
related to employee behaviours or attitude whether intentional or unintentional and it 
consists of the attitude and action of staff pertaining to specific situations. It denotes 
certain behaviours portrayed by staff either on purpose or accidentally, for example:
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rudeness, unfriendliness, not understanding requests, etc; while problematic staff 
actions consist of acts that are not normal or expected behaviour in a hospitality 
situation which include stealing things, throwing the bill to the customer, etc.
Service encounters which involve problems of employee errors are the most likely to 
be seen as unacceptable. In this instance, an individual’s ZOT are narrower for 
incidents relating to employee errors, as people tend to be less tolerant when dealing 
with this situation. People are seen to be less tolerant to staff being unfriendly, 
inattentive or even rude as these are not the service they would expect to be 
delivered. This is exacerbated by the fact that as a process failure, as suggested by 
Gronroos (1984), these situations are more difficult for managers to control.
Service delivery system failure was seen as more acceptable and hence showed as 
contributing less to things being seen as failures. Perhaps more people see these 
things happening as a normal scenario and so are not too critical e.g. slow at check­
in, breakfast buffet not replenished, are seen as being as more acceptable as 
compared to the attitude or action of service employees, such as unfriendliness, 
stealing, etc. which are seen as more critical and hence intolerable. This is in 
agreement with Michel (2004) who purported that customers sometimes perceive 
minor failures as acceptable, as long as they did not go too far beyond their 
expectations.
The result would seem to lend weight towards the argument that the ZOT which is 
posited as a range of outcomes that are seen as neither particularly bad nor good by 
the customers (Parasuraman et al., 1993; Johnston 1995, ZiethamI and Bitner, 1996; 
Johnston, 2005). Customers are willing to absorb some unfavourable evaluation 
before expressing them in terms of net dissatisfaction (Kennedy and Thirkel, 1988). 
This is also in line with the notion suggested by Hart et al., (1990) that an error may 
not result in dissatisfaction, as customers may accept a series of breakdowns once in 
a while.
The ZOT can vary from one customer to another customer and potentially, from one 
transaction to another transaction for the same customer (Gilbert and Gao, 2005). A 
notion posited by Berry and Parasuraman (1991) was that the ZOT for the outcome 
dimensions for a particular service delivery is likely to be narrower, with the adequate 
and desired boundaries governing the zone likely to be higher. Thus, this coincides
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with a higher performance expectation in contrast to the process dimension, whereby 
the tolerance zone is wider.
Rather surprisingly, the result that employee error as an element of the process 
dimension was rated as contributing more towards the unacceptability of service 
failure has proved that this is not the case with the failures in resort hotels in 
particular. Customers tend to see more threatening issues with employee errors, in 
addition to the natural environment issues and value issues as compared to the 
service delivery system failures, which depicted the core service that people should 
receive beforehand. This has also supported the notion made by Chan et al., (2007) 
that customers are beginning to accept the core problems that normally happen in 
service performance.
According to Chan et al, (2007), the cause of an outcome failure may be complex 
and hard to specify whereas a process failure typically involves an unmistakable 
offender, namely the service provider, who the customers can easily pinpoint. This 
has lent support to the findings that customers regard employee error problems as 
being more unacceptable due to being attributed to the misbehaviour of the service 
provider, hence leading towards things being seen as a failure.
Namasivayam and Hinkin (2003) proposed that hospitality service consumption 
involves a high degree of risk and uncertainty by its nature. ZiethamI et al., (1990) 
suggested that this is due to the over-reliance on human service providers and the 
near impossibility of quality inspections prior to consumption. Notably, Cohen (1960) 
has suggested that consumers have learned to accept some service problems, for 
example, flight delays, rooms being not ready for checking-in, or food not cooked to 
order. These are considered as acceptable in their judgement, hence not quite going 
below the adequate level of the tolerance zone. Cohen further added that customers 
often invoke fatalistic notions, for example “it was meant to be" or “we are just 
unlucky” in order to cope with the undesirable events which occur from time to time.
As such, the tolerance is kept on a status quo in the threshold range, described by 
Liljander and Strandvik (1993) as a “state of neutrality”.
Most of the service delivery transaction in resorts, generally involve the interaction 
between the guests and service staff either directly or indirectly. It can be said that 
dealing with “a rude and unhelpful member of staff’ is seen as less tolerable as 
compared to “having to wait five minutes for the buffet to be replenished”. Similarly, a
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customer who found the "pool to be overcrowded” is more tolerant with this problem 
as compared to a customer whose “bag was stolen by a waiter”. In this situation, the 
ZOT threshold moves upwards to reflect the less tolerable service outcome.
ATTRIBUTION
The second most important influence on customers’ view of unacceptability is 
attribution. In particular, people see scenarios attributed internally as contributing 
more towards things being unacceptable as compared to incidents attributed 
externally. This is shown as respondents chose most of the problems attributed 
internally as unacceptable compared to those attributed externally. This make sense 
in that it relates to the core service supposed to be rendered by the service provider 
as opposed to being attributed externally, where the provider has less control over 
the situation and customers normally will rationally understand the situation.
Previous studies have revealed that when a service delivery does not match a 
customers’ prior expectation or standard, customers usually will engage in an 
attributional process to make sense of what has occurred (Bitner et al., 1990; Harvey 
and Weary, 1994). The present findings seem to be consistent with those from other 
research which found that, in general, customers will attribute causes of service 
breakdowns to features that are internal to the service provider (Heider, 1958,
Folkes, 1984; Bitner et al., 1990). As such, it can be suggested that customers are 
less tolerant of service problems caused by the service provider and so something 
that the organisation could have prevented, as compared to those attributed to 
external causes. When a service problem occurs, for example the service provider 
did not turn up for the airport pickup, the customers will be less tolerant, hence the 
ZOT threshold will rise.
This has also supported the view of Iglesias (2009), whereby when customers 
attribute the responsibility for failures to the service firm, it will cause a negative effect 
on the quality perceptions of the overall service received, as compared to things 
being attributed externally. This is made even more significant when the failures were 
caused by the employee attitudes as previously demonstrated in the earlier findings. 
This arguably will cause further significant effect as those who attributed the failures 
to the service firm will generally pose higher negative reactions due to the halo 
effects that were built during the remaining service encounters. The attribution, thus 
“shows a fundamental role in the generation of feelings of satisfaction of the
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customer, hence acts as an element that affects the levels and causal efficiency of 
other relevant antecedents" (Iglesias, 2009, p. 139).
Choi and Matilla (2008) are also in agreement that customers react negatively when 
the failure is attributed to the service provider, whilst believing that the provider could 
easily have prevented them.
TIMING OF PROBLEMS
Another significant attribute is that respondents believe that a subsequent problem in 
a service experience contributes to people seeing the problem as unacceptable. 
Conversely, encountering problems early in the experience was perceived as more 
acceptable. As such, people are more tolerant when experiencing an initial problem, 
hence their tolerance threshold is broader but they might be less tolerant of the 
subsequent problems experienced afterwards. Consequently, the tolerance threshold 
is narrower in the later stage of the service experience. Having to deal with an 
overcrowded pool early in the stay seem to be acceptable (as previously found that 
SDSF being acceptable), but having to deal with an inattentive receptionist on check­
out may be seen as intolerable.
The tolerance bar is raised a bit upwards in an initial negative experience and when 
the second or subsequent problems are encountered, it has somehow struck the 
limit. Failures occurring early in the customer’s relationship with a supplier will be 
perceived more adversely than one which occurs later in the relationship because the 
customer has less experience of a successful service experience to counterbalance 
the failure (Boulding et al., 1993).
This is in agreement with the theoretical stance made earlier by Johnston (1995), 
Gwyenne et al., (2000) and Devlin et al., (2002), whereby a cumulative effect of a 
series of negative encounters will narrow one’s ZOT, and will hence predispose 
people to seeing things as unacceptable. Others are also in the agreement with this 
(Sparks, 1991 and Severt et al., 2005). Verhoef et al., (2004) and Severt et al.,
(2005) added that this is due to the value of these experiences which adds up to the 
total utility of the whole service experience. Following this, cumulative evaluation of 
service experience is deemed as a critical factor to explain service loyalty (Olsen and 
Johnson, 2003).
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This gave rise to the implication that more corrective efforts should be forwarded by 
the provider, thus correcting failure before it happens in the first place is crucial. 
Perhaps the issue of service recovery in the first instance of the first problem 
encountered should be emphasized, as this is regarded as quite significant, or 
perhaps correcting failure before it happens in the first place (before the customers 
could realise the error) is a much more appropriate effort. Johnston (1995) has 
forwarded the notion that several satisfying transactions will be needed to 
compensate on a single dissatisfying encounter. He added further that this particular 
dissatisfying event will also have an impact on the width of the ZOT. In particular, the 
initial problematic encounter will raise the lower threshold, hence service transactions 
(which previously may gone unnoticed) are prone to be seen as something 
unacceptable. This is illustrated in Johnston’s (1995) conceptual paper as being 
portrayed in Figure 8.2 below. Herein, the implication for the service recovery efforts 
lies in the hands of the service providers to counteract the damage being done in 
order to stabilise the breadth of the ZOT threshold (Johnston, 1995). Failure in doing 
so will result in more damage which eventually might prove to be fatal, as it is more 
challenging to offset.
Figure 8.2: The effect of a transaction failure
More than 
acceptable
Acceptable
Unacceptable
Service processPre-performance
Delight
Satisfaction
Dissatisfaction
Outcome state 
expectations
Source: Adapted from Johnston (1995) -  the effect of a transaction failure 
PRICING
Another significant issue is the pricing factor as people see almost the majority of 
incidents influenced by the price factor as contributing to the unacceptability of 
service problems. People are more concerned when they paid more as compared to 
paying less. This makes sense as respondents weigh the overall value of their stay
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with the service they receive, and almost always true when people pay a premium, 
as they would expect the standard of service to be high, reflecting the high price they 
have paid. And also the issue of respondents comparing the provider with the 
international standard norms where star rating is sometimes misrepresented. People 
paying higher prices will have a lower level of tolerance as they would expect more 
quality and efficient service as compared to paying a lower price whereby people, 
generally, will tolerate minimum deficiencies which they will weigh against the price 
that has been paid (Parasuraman et al., 1991; Sparks, 1991).
ZiethamI et al., (2006) purported that when the price increases, customers tend to be 
less tolerant of poor services. Hence, the ZOT decreases due to the adequate 
service level shifting upwards. Having to pay an extra charge on top of the actual bill 
charges, which is already high, is almost always regarded as problematic and 
intolerable, hence narrowing an individual's tolerance. Things are made even worse if 
the person has previously encountered other problematic events in the same service 
experience, which undoubtedly will raise the ZOT threshold. Again, this has an 
implication on the service recovery strategies to be taken to counteract this situation.
REPEAT CUSTOMERS
Respondents who are repeat customers tend to see things as more unacceptable in 
comparison to first-timers who are less prone to see things as being unacceptable.
The first-timers generally do not know what to expect in the service delivery, 
therefore their tolerance is kept to a minimum and their expectations are lowered. In 
other words, their ZOT threshold is deemed to be broader. Conversely, repeat 
visitors are more experienced and almost always know what to expect, hence they 
have imposed a certain acceptable level in their judgement. Subsequently, the later 
threshold is deemed to be higher than the former threshold. It is when what they 
expect goes below their acceptable levels that they regard things to be unacceptable 
and hence failure. The present findings seem to be consistent with Severt et al.’s, 
(2005) study which stated that looking into a customer’s past experience is critical as 
it can govern his/her expectations.
In their study of UK travel agencies, Gilbert and Gao (2005) found that respondents 
generally have high expectations of customer experience which therefore affects 
customer tolerance. This has supported the results generated, as resort hotel 
customers viewed being on a repeat visit as a factor leading more towards things
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being seen as a failure. Delivering positive experiences throughout the service 
process is therefore crucial. Kelley and Davis’s (1994) suggestion that regular 
customers have higher expectations and narrower zones of tolerance are therefore 
confirmed. Looking from another point of view, if the repeat visitor has encountered a 
problem in the previous visit but has still decided to patronise the resort in the future, 
and things run smoothly and everything goes well during the repeat visit, this will 
certainly lower the expectation levels and result in feelings of satisfaction or even 
delight.
LENGTH OF STAY
The duration of stay is another interesting issue to be reviewed. People having to 
evaluate factors of staying longer than six nights said that this contributed more 
towards the unacceptability of service problems, followed by people staying between 
three to five nights seeing things as a bit less unacceptable and people staying one 
or two nights seeing things not so much attributing to the problem being 
unacceptable. The results show that when customers stay longer than six nights, 
they are less tolerant of failure than those staying shorter than six nights in a resort 
hotel. Perhaps people who have been staying in the resort hotel will feel annoyed 
when the same failures or other failures happened again, especially when it has been 
notified to the management for corrective efforts. Both the past experience and the 
single experience issue are of particular concern here.
This is due to the factor that if people stay longer, they are likely to see more 
negative incidents as more problematic after experiencing an array of service 
encounters. Therefore, resort managements should always monitor and be cautious 
with customers who stay longer as they are prone to see more failures. Perhaps 
having special incentive programmes or packages especially tailored to longer 
staying customers could negate them from seeing more problems, as they will 
balance up the benefits that they get from the incentives with the problems they 
might encounter. Examples of incentives are: giving free-night stays or free dining 
vouchers, or even complimentary excursion trips, which will broaden their ZOT 
threshold to counterbalance the negative encounters experienced earlier (Johnston, 
1995).
A review of the literature did not provide any empirical or conceptual evidence on the 
length of stay issue. The only discussion of temporal issue was proposed by Sparks
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(2001) who mentioned the timing issue, for example, time of the day, which might 
influence likely failures to occur, although there is no empirical evidence supporting 
this stance. Therefore, both the duration of stay and the timing issues are both 
interesting areas to be investigated further.
TRAVELLING COMPANIONS
Lastly, the results of the study indicate that those travelling with a spouse or friends 
are more prone to perceive problematic incidents as contributing to failure, compared 
to those traveiiing with famiiies. Hence, those traveiiing with families are seen as 
more tolerant and have a wider tolerance threshold. Although no data was found on 
the impact of these two factors based on the literature reviewed, this study has, in 
fact, revealed the importance of traveiiing companions towards seeing things as 
more problematic, although it was seen as an important element leading to things 
being seen as a failure.
INTERACTION EFFECTS
The present study has also tested combinations of attributes to reach further results 
on what is seen as failure. This is deemed necessary as service encounters are 
almost always performed sequentially and are multi-attribute in nature (Liljander and 
Strandvik, 1993). The combination between service delivery system failure and 
things being attributed internally is seen as the highest combination of attributes that 
contributes towards thing being seen as unacceptable by resort hotel customers. 
Service delivery system failures are defined as those issues related to product 
problems, capacity issues, slow/ unavailable service and the layout of the resort. 
Although the service delivery system failure element has been regarded as 
contributing less towards things being seen as a failure on its own, it has generated 
the most influencing factor when the issue is combined with the attribution issue.
In terms of product problems, having regular check-ups, refurbishing older interiors, 
monitoring the standard of equipment offered and supporting facilities are some of 
the examples to be looked into. Capacity issues are regarded as normal issues being 
raised by the customers. Examples of rooms not ready during check-in and 
overcrowded pool areas are all things that lead to disgruntled customers, as 
customers expect to have what they deserve when they are holidaying in the resort. 
Another issue arose here, that is, the fact that customers having the same choice of
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breakfast every day will lead to things getting vyorse if the customers are staying for 
more than three nights, as this might influence the overall perception of the stay, 
even if there were some or more satisfying encounters experienced by the 
customers. Again, the notion made by Johnston (1995) that more satisfying 
encounters are needed to compensate one dissatisfying encounter. People are less 
tolerant on these issues, especially due to the fact that the service provider can and 
should do something to rectify the errors.
Slow/ unavailable services have brought to the surface different attribution issues of 
the problems being reported. Some of the problems reported have the attribution 
related internally -  for example: waiting too long for an order to arrive, slow at check­
in, or no airport pickup although been agreed there is one, whereas some had been 
attributed externally, for example; having power failure, pick up for an excursion 
being late, etc. The findings that have internally attributed problems are in agreement 
with Lewis and McCaan (2004) study which purported that the most cited problems 
were related to slow service and delays during check-outs. Whatever the reason or 
the cause of the problem, it should be minimised and prevented, especially when it is 
internally attributed, as it is directly under the management’s control. These are all 
core service issues as these are all purely basic services rendered by the resort itself 
- with the exception of problematic scenarios attributed externally -  and call for 
urgent management intervention.
Parasuraman et al., (1991) and Sparks (2001) agree that core aspects include all 
that is central to the service and the reliability factor is said to be the most crucial 
factor in the core service offerings. It is contended that the reliability factor of the 
service is regarded as the service ‘core’ which relates to the outcome dimension of 
service. Due to its importance, it can be concluded that the ZOT for the outcome 
dimension of reliability is likely to be narrower and the boundaries defining the zone 
will be higher (Berry and Parasuraman, 1991). Parasuraman et al., (1991) 
emphasized the reliability feature in service operations and design and the 
importance of doing it right the first time to manage customer expectations. Thus, the 
reliability factor is the most influential factor in the service delivery.
Within the service encounter, it is expected that the customer and providers will 
engage in a range of behaviours determined partly by the situation. Hence, problems 
attributed internally have been seen to bring fonA/ard more damage (Heider, 1958, 
Folkes, 1984; Bitner et al., 1990), especially when it involves the core service that
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should be delivered. This has been shov;n to support the result findings in the service 
delivery system failures sub-category. Core service failures are generally regarded 
as more severe and critical by hospitality patrons as it engages the customer’s 
involvement in the service delivery process, hence maintaining quality is difficult as 
failures are prone to take place. This also accords with the earlier observations made 
by Kandampully (2002), which stated that it is very common that the core service fails 
to meet customer’s expectations. In short, it could be suggested that service delivery 
system failures are mostly core services, hence are also things that management 
could do something about.
Another critical combination leading towards things being perceived as a failure 
involves pricing issues and things being attributed externally. This has raised some 
interesting questions in terms of why people still judge things being attributed 
externally as something of high contribution towards the unacceptability of a service 
problem, as it is generally accepted it is not under the provider’s discretion when 
things go wrong. Perhaps the combination of the price element has played somewhat 
of a major role in people’s tolerance in seeing it as something highly important, 
especially when people have paid a premium whilst staying, thus expecting 
everything to be correct throughout their stay. Therefore, it is evident that the value 
issue has always been a critical issue as it involves monetary exchange and the 
quality is never compromised when it comes to paying a premium. People might be 
more tolerant when paying less, whereas the threshold is raised and thus their 
tolerance becomes narrower when a higher price is involved. A notion which might 
make sense is that if a customer pays a lot, internal things are probably assured by 
the service provider, therefore, it is possible for external attribution to become more 
serious.
Service events concerning employee errors and staying between three and five 
nights are also seen as leading to people seeing more problematic encounters as a 
failure. In contrast, people staying for a shorter duration did not really contribute 
much to seeing things as a failure, maybe due to the trip being a short one and so 
the chances of encountering problems with employee attitude or action are 
minimised. Perhaps also, customers who stayed for a short while only are possibly 
travelling on a business trip and therefore do not spend much time in the resort itself, 
as compared to customers staying longer, where they normally will have direct 
encounters with the service staff in terms of facilitating and enjoying the facilities 
offered in the resorts.
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As mentioned in the literature review, Matilla and Cranage (2005) purported that 
service failures are more likely to occur in high contact services where there is a 
large amount of complex activities involving complicated processes in a high degree 
of interaction between service customers and service provider. Customers who 
stayed longer are indirectly building relationship with the service provider and any 
mishaps, especially due to employee errors, are seen to lead to things to be seen as 
an error. It can be said that those staying longer have a narrower ZOT, especially 
when it involves different service encounters throughout their stay. Thus, those 
staying on a shorter trip are regarded as having a broader ZOT.
On the other hand, those staying on a shorter duration are seen as less tolerant 
when it comes to the value for money issue. Issues connected with value have 
continually been a challenging and debatable subject as it involves a comparison 
between what people get for what they pay. In this instance, people foresee value 
most when they stay in the resort for one or two nights as compared to staying 
longer. One justification that can be made is that in this short of time of staying, 
people might have not utilised all the facilities and amenities that the resort has to 
offer as, obviously, the higher priced resorts usually offer exceptional services and 
facilities. Maybe also the people who have contributed to this result are people who 
are business travellers who are only there normally for a short time. Furthermore, 
customers usually would expect more in the early stages of the service experience, 
therefore appreciate what they get more, especially when it is just a short visit. 
Therefore, their tolerance threshold is proposed to become narrower and perhaps 
have risen upwards when issues concerning values are apparent.
Another interesting finding is the issue regarding customers staying longer and 
having problems with the natural environment. Though not really affected in the first 
instance, when customers stay longer, they might feel annoyed with the natural 
environment elements described, or perhaps this is the reason for going in the first 
place. This seems to suggest that ZOT is seen to be broader in the earlier stages of 
the stay but gradually narrows the longer the stay is.
This makes sense due to the longer stay, as they have already encountered different 
issues and smaller issues might have accumulated to be seen as problematic in the 
later stage of the service experience, although they were not judged as being 
problematic in the first instance. And the nature of the natural environment itself, 
which lends to being externally attributed, has a great effect on things as not being
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seen as problematic initially, however, when things go wrong again, and then again 
in terms of natural environment issues, it begins to accumulate a series of intolerable 
effects which may lead to failure. This has coincided with Johnston’s (1995), Gwynne 
et al.’s, (2000) and Devlin et al.’s, (2002) stance that customers are more 
predisposed to perceive the later problems as failures as their tolerance levels are 
narrower.
Having the same service delivery failure for repeat customers is also seen as 
unacceptable to the resort hotel patrons. Service delivery system failures are 
regarded as the core service and are the main thing that customers seek when 
patronising a resort. A prior study by Kelley and Davis (1994) has noted that a 
regular customer may have a higher expectation and a narrower tolerance level. This 
corroborates with these findings that repeat customers have a slightly higher level of 
expectations when deciding to patronise the same resort again rather than going to 
another resort. Although this puts the resort in a winning position in terms of loyalty, it 
also poses some risks when things did not go as repeat customers might expect, and 
bearing in mind the slightly higher level of expectations imposed. Therefore, caution 
should be taken when serving repeat customers so as not to repeat core mistakes, 
especially when the same mistakes happen again, as they will become less tolerant. 
Having a remark in the guest history data regarding the dos and don’ts might prove 
to be helpful so as to not upset repeat customers.
THE DYNAMICS OF ZOT IN CONNECTION WITH FURTHER ISSUES
Further analysis on the dataset also involved demographic segmentation analysis as 
there is limited existing evidence identifying any demographic elements that affect 
what is seen as unacceptable. This also serves to investigate empirically the notion 
put forward by Sparks (2001) regarding persona/factors, specifically age and gender, 
as influencing individuals’ tolerance, that has remained conceptual in nature.
This has provided useful information for the service providers on the combination of 
segments which contribute towards the unacceptability of service problems, which is 
othenA/ise not seen in terms of different segmentation data. The results generated 
could aid to guide strategic decision-making in the competitive environment, 
especially when dealing with different market segments. Providers are better 
equipped to serve these segments to minimise failures from happening, if not 
preventing it in the first instance.
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GENDER
In general, it would seem that males and females are considered to have similar 
perceptions when it comes to the attributes to be seen as contributing to the 
unacceptability of service problems encountered. This is seen through the tolerance 
calculus score imposed by both genders in the analysis outcome. However, it can be 
observed that males are a bit more concerned with the value for money factor and 
problems happening in the later stage of the service experience. Males also see 
more problematic incidents in repeat visits. Perhaps this has provided the 
interconnection with the value for money factor as to encountering more problems 
happening throughout the stay in the resort, especially if it is a repeat visit, where the 
tolerance levels are raised as they know what to expect. Hence, males are seen as 
less tolerant on these aforementioned issues, with the tolerance threshold being 
narrower.
Issues concerning the value received in comparison with the price paid will inevitably 
have an influence on the quality issues, hence will influence how customers make 
judgements on a service problem. This has led to the implication that when dealing 
with both groups, equal concern needs to be paid.
On the other hand, females were more concerned with problems arising from the 
natural environment, especially if the stay is longer. They also felt that incidents 
concerning service delivery system failure happening on a repeat visit are more 
intolerable and hence regarded them as failure. Therefore, precautions are needed 
during service delivery, especially when it involves female customers, as they are 
prone to be more intolerant with these issues.
Although McColl-Kennedy et al., (2003) had touched on the issue of gender and 
service recovery, where females wanted their voice to be counted as input for 
recovery strategies as compared to males, no empirical evidence has been found 
relating to the issue of gender and service failure or ZOT. These findings not only 
have provided an indication that equal concern needs to be paid to both males and 
females in dealing with service problems in the service delivery, but also provided 
empirical support on the stance made by McColl-Kennedy et al., (2003).
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AGE
Another critical issue emerging is the concentration of the younger resort hotel 
customers {aged below 24 years old) perceiving problematic things as unacceptable. 
In particular, they are more concerned about the value factor, problematic incidents 
happening in a later experience, things attributed internally as more unacceptable, 
hence narrowing the tolerance threshold. Conceivably, this is highly related to the 
value factor, being young and economically unstable, therefore almost always 
concerned with the price paid and the value they would get in return. This result 
provided support for notions made by Parasuraman et al., (1991) and Sparks (1991), 
which suggested that prices have an influence on customers’ tolerance 
considerations. A brief conclusion can be made that it is imperative to monitor and 
take precautions while serving this age group as they tend to see things more 
critically.
On the other hand, older customers see more service events, especially employee 
errors, and are concerned more with problematic incidents, more when travelling with 
a companion, as contributing most towards the unacceptability of service problems. 
This gives an indication that more mature respondents should be given more 
emphasis and action should there be any mishaps occurring.
NATIONALITY
There is very limited empirical evidence either in nationality or in cultural background 
in their connection towards what is seen as failure. Sparks (2001) is in agreement 
that cultural factors may contribute to service failures, as all service provisions occur 
within a cultural setting. She further added that cultural factors may impact on the 
perceptions of failure. For example, different cultural backgrounds may influence 
expectations regarding service, although not all customers will perceive the same 
scenario as unacceptable. This is held to be true as it was shown that the 
Westerners are seen as more dissatisfied with the outcome failure, whereas the 
Asians are more dissatisfied with the process failure (Chan and Wan, 2008).
For the different nationalities interviewed, it was shown that other nationalities see 
more problematic issues concerning employee error. It was also found that 
Westerners also viewed employee error as highly unacceptable, as compared to the 
Asians. This somewhat contrasts with the opinion of Matilla (2000) and Chan and
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Wan (2008) that Asians are more concerned about process quality, whereas 
Westerners focus more on outcome quality, specifically in terms of employee error 
issues. Here, Westerners are seen to have a relatively low tolerance for process 
failure. As employee error is one element in the process failure, it is arguably noted 
that this has the interpretation that Asians are more tolerant in terms of employee 
errors.
One thing that brought to attention is the unpredictable result of the Asians who saw 
issues relating to the natural environment as the things that bother them most when 
holidaying, in contrast, the Westerners, who are not well-suited to the tropical climate 
and its surroundings, only see this as a minimum impact, in comparison with the 
Asians, who are more aware of the natural surroundings of the tropical environment. 
As such, the Westerners have a broader tolerance in terms effacing environmental 
issues.
In addition, the respondents from the other nationalities have also dominated 
incidents being attributedinternally. This demonstrates that different cultural 
backgrounds do pay attention to certain detailed behavioural mishaps, especially 
when it is caused by the service provider. Asians are seen as more concerned with 
the value for money, especially with things happening later in the service experience. 
They are also prone to not accepting problems, especially when the stay is longer 
than six nights. This has shown their intolerance towards service problems 
happening later in the service experience, in particular when they are on longer 
staying in the resorts.
Westerners perceive problems to be more problematic where issues concerning star 
rating and price are involved and also when they are travelling with spouse/friends. 
Undoubtedly, different cultural background posed different perceptions on different 
problematic situations. Nevertheless, this has shown the need to render quality 
service at all times.
The interactions effects, on the other hand, have further supported the intolerances 
of the other nationalities towards the combination of problems generally happening in 
the resort stay, as compared to the Asians and the Westerners. It is seen that the 
other nationalities are more conscious when more problematic issues arise, as they 
dominated eight out of the ten highly combined interaction factors. The other 
nationalities patronising the resorts in Langkawi should therefore receive the fullest
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attention by the service provider. Having said this, the other two nationalities are not 
to be neglected, as they also tend to see things as problematic in certain areas.
FREQUENCY OF TRAVEL
There is no empirical evidence in terms of people’s frequency of travelling and their 
acceptability of service problems. Overall, those travelling more than three 
international trips per year saw more employee error related issues, regarded staying 
longer than six nights as highly contributing towards seeing things as a failure and 
said that when they travel with their spouse or friends, they are also likely to see 
more things as problematic and unacceptable. Therefore, they are less tolerant 
perhaps due to having experienced a lot of destinations with different cultural 
backgrounds (Coverly et al, 2002). It would suggest that those who travel more are 
more experienced and see more negative issues as unacceptable, and hence see 
more failures occurring.
Other issues that emerged are the consideration of the combinations of segments, as 
discussed below, which provided the tolerance extent towards the unacceptability of 
service problems. In return, this will aid the resort providers to target these segments 
in terms of having better service delivery, as there is no existing empirical evidence 
on these combinations.
The younger generation of customers tend to see the majority of factors as being 
unacceptable. In particular, it is observed that males are less tolerant in most of the 
attribute combinations. Therefore, caution should be taken by the service provider in 
this combination, as they tend to see more problems in their stay in resort hotels. 
Again, the younger respondents are to be taken more into consideration when it 
comes to providing a fault-free service delivery, specifically the male resort 
customers.
It was also shown that it was the males of the other nationalities who are more 
intolerant with more combinations of problematic encounters thus regarding things 
being unacceptable. Furthermore, analysis on the segments of gender and average 
annual international trip per year has suggested that both males and females who 
travelled for more than four trips annually are less tolerant and thus see more things 
as being unacceptable, hence find failures more common in the service delivery of 
resort hotels. This is a reliable outcome as people who travel more tend to be
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cautious and alert to things that went wrong in the service delivered, hence would 
provide better insights.
SEVERITY AND CRITICALITY
Lastly, the issue of the severity and criticality attributes which were initially described 
as an input and were tested via the pilot study are also examined. In the pilot study, it 
was found that both these attributes led to respondent bias by significantly 
influencing the respondent’s calculus in making a preference as to whether the 
scenario is regarded as acceptable or unacceptable. In other words it can be 
assumed that both concepts were too closely linked to overall perceptions of 
acceptability/ unacceptability i.e. if a respondent had decided that a problem was 
unacceptable then by definition it must be regarded as severe and critical or the 
respondent wouldn’t have made the decision and vice versa. Hence, both attributes 
were taken out of the list of independent attributes under study. Subsequently, the 
severity and criticality attributes were asked as follow-up questions after each 
scenario. This would suggest that both the severity and criticality attribute are 
regarded as an artefact of the CTC and thus should be positioned after the calculus 
takes effect.
It can be argued that the attributes of severity and criticality can also be regarded as 
outcomes of the calculus considerations in the same way as acceptability or 
unacceptability. Based on this notion, it is assumed that all unacceptable scenarios 
will have high severity/ criticality scores and any acceptable scenario will have a 
lower severity/ criticality score. To further support this notion, an independent sample 
t-test was being conducted to find out whether there is a significant difference in the 
mean severity and criticality scores for the unacceptable and acceptable scenarios. 
The result of the t-test revealed that there was a statistically significant difference in 
the scores for the unacceptable scenarios (M=3.02, SD=1.294) and acceptable 
scenarios [M=2.61, SD=1.257); t(12.74), p=0.00] for the severity scores.
Furthermore, there was also a statistically significant difference in the scores for the 
unacceptable scenarios (M=3.16, SD=1.30) and acceptable scenarios [M=2.58, 
SD=1.28): t(17.52), p=0.00] for the criticality scores. This then has led the severity 
and criticality concepts to be positioned alongside the unacceptability / acceptability 
concept in the final revised framework of the study.
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The severity and criticality analysis also raised the notion that respondents do think 
that some issues are indeed important to them. As the criticality of the problem 
portrays the perceived importance of the problem to the customers (Cranage, 2004; 
Ostrom and lacobucci, 1995; Webster and Sundaram, 1998), this has brought 
forward the notion that people regard problems as more important, although they 
might not judge the impact to be severe. This implicitly explains that people are less 
tolerant to smaller negative service events which are deemed to be of importance 
although not explicitly bringing a higher impact to the service experience.
It was proposed that the severity of failure is also connected with the ZOT. Kelly and 
Davis (1994) believe that some mistakes are more or less trivial and the more 
intense or severe the failure, the more customers perceive loss. According to 
Craighead et al., (2004), if a service problem becomes more severe, the customer’s 
tolerance zone gets narrower. Smith et al., (1999) also suggested that the 
magnitude of failure will affect the satisfaction of the customer. In particular, when the 
magnitude or severity of failure becomes bigger/higher, customer satisfaction will be 
less/lower and vice versa (Cranage, 2004; Smith et al., 1999) which is seen as 
consistent with the findings recorded in this study.
Several authors have contended that the acceptability of service failures depends on 
the criticality of service provided and by the magnitude of failure (Hoffman et al.,
1995; Levesque and McDougall, 2000; Ostrom and lacobucci, 1995; Smith et al,
1998; Webster and Sundaram, 1998; Michel, 2001). If failure acceptability is lower, 
then satisfaction with service will also be lower (Hoffman et al., 1995; Lewis and 
Spyrakoupulous, 1997; Smith et al., 1998).
This study has brought out the issue of the impact of demographic differences on the 
acknowledgement of failures. This has also contributed to the limited support on the 
predictive power of these demographic variables in terms of determining what is seen 
as failures in terms of demographic evidence. However, more research on this topic 
needs to be undertaken in order to clearly understand other demographic 
connections with customer zones of tolerance. It is also suggested that people do 
employ a serious calculus consideration in terms of making a decision of what 
actually leads to things being seen as unacceptable or acceptable. The tolerance 
calculus employed took consideration of all the factors beforehand before coming to 
a decision of what is acceptable or otherwise.
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8.4 The Revised Conceptual Framework
Following the discussions presented beforehand, a revised conceptual framework is 
developed to show the importance score (in parentheses) of the attributes that 
influence the CTC in determining unacceptability.
To recap, the purpose of the study is to explore an individual's tolerance by 
employing the acceptability concept in making a decision whether a problematic 
service event is regarded as acceptable or not. Therefore, it can be concluded that 
these are the attributes that people perceive will influence their tolerance in resort 
hotels and are likely to be seen as intolerable or in other words, more likely to be an 
error and which lead to failure.
The finalised conceptual framework is presented in Figure 8.3 below.
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8.5 Conclusion
The area under investigation is deemed important as the literature suggests that the 
ZOT is central to customer evaluations of service quality and satisfaction. The main 
implication for management is that it would seem reasonable to assume that 
customers have different zones of tolerance based on their judgement, which is 
influenced by a series of surrounding attributes. The acceptability construct, as 
proposed by Michel (2004), has been further evaluated here in the context of resort 
hotels and in connection with the zones of tolerance. This study has suggested a 
series of attributes that have been empirically tested to influence an individual’s ZOT.
According to Gronroos (1990), service quality is seen as a result of comparing a 
customer’s expectations prior to receiving the service with the customer’s 
experiences with the service. As service failures are likely to occur because of the 
unique nature of the hospitality products, this framework may be useful to service 
providers, especially resort hotels, to help identify the sources of service failure from 
the resort customer’s point of view.
As service performance is pivotal to customer satisfaction (ZiethamI et al, 1990), 
identifying failures beforehand is crucial, especially because the presence of these 
failures could be a very important problem for resort hotels. In particular, the 
influence of failures on dissatisfaction is high, and its consequences for customer 
loyalty and the image of the property could be very negative.
The next chapter is the final chapter and it will conclude the study findings and 
discussions, and also bring forward the contributions of the study. Limitations in 
conducting the study are evaluated and it will conclude with future research 
recommendations.
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CHAPTER NINE 
CONCLUSION, CONTRIBUTIONS, LIMITATIONS AND
RECOMMENDATIONS
9.1 Introduction
This chapter provides the conclusion of the research. In particular, it will summarise 
and bring together the main areas covered in the research. It will also examine the 
theoretical contributions that the research has provided and bring forward the 
implications to industry. The study limitations are then highlighted which are then 
followed by recommendations for future research.
9.2 Summary of the Thesis
Following the research question posed for this study, this thesis will try to explore the 
current understanding of the nature of failure in relation to an individual’s zone of 
tolerance in the resort hotel context. Specifically, it aims to explore the acceptability 
of service problems based on the influence of attributes extracted from critically 
reviewing the service failure and zone of tolerance literatures.
The structure of the thesis was divided into nine chapters. This is discussed in 
accordance below.
Chapter One represents an introductory chapter for the research. It starts with the 
background of the study, an overview of the context under study, the significance of 
conducting the study as well as the research question and objectives. It also offers 
the whole structure of the thesis.
Chapter Two introduces the theoretical concepts underpinning the study. In 
particular, the literatures on service quality concerning service quality definitions and 
dimensions are reviewed. It also reviewed the discussion on service failure which 
encompassed the definitions, service failure categories, core service failures, and 
outcome and process failure. This is followed by examining the causes of failures.
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consequences of failures and customer satisfaction and behavioural intention.
Finally, a conclusion is presented at the end of the chapter.
Chapter Three describes another conceptual stance underlying the study -  the 
concept of zone of tolerance and acceptability. It starts with a discussion of literatures 
concerning expectations, levels of expectations and factors influencing expectations.
It then introduces the zone of tolerance concept, specifically the definitions of zone of 
tolerance are highlighted and the dynamic fluctuations of the zone of tolerance are 
appraised. Following this discussion and the need to identify the tipping point where 
individuals are not tolerant anymore, the acceptability concept is forwarded with 
particular attention on service encounters being unacceptable. The unacceptability of 
service problems will lead to identification of service failures, hence the factors that 
influence an individual's acceptability of service problems in the resort hotel context 
is seen as a pivotal subject to be investigated. The final section describes the chapter 
conclusion.
Chapter Four describes the methodology for the preliminary study, as there is a 
need to obtain some insights on the concepts under study, especially the under­
researched zone of tolerance and acceptability concepts in relation to failure 
identification. The details of the preliminary study which consists of the research 
instrument design, how the study was conducted, the results, analysis and 
discussion of the study are highlighted. Following the results generated in the 
preliminary study, a proposed conceptual framework is forwarded. The research 
questions and objectives are reiterated before the main study could be conducted. 
This is followed by a discussion on the research philosophy and highlights the 
research design adopted to underlie the proposed main study. The last section 
reported on the conclusion of this chapter.
Chapter Five is one of the two chapters devoted towards the main data collection of 
the study. In particular, this chapter reviews the first data collection stage of the 
study. It represents the qualitative stage of the main data collection and is done to 
verify whether the constructs identified in the proposed conceptual framework in the 
previous chapter are indeed evident in customers stories, hence confirming the 
constructs proposed in the framework. The objectives of the confirmatory study are 
firstly reviewed, followed by evaluation of the details of the technique used to employ 
the confirmatory study, that is, the critical incident technique. CIT, a technique 
developed by Flanagan (1954), was deemed suitable to be used due to the
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advantages of this method by having customers telling their personal experiences in 
their own words regarding their recent resort hotel stay, which are memorable to 
them either positively or negatively. Later, the detailed steps of the study design are 
highlighted while the research instrument design for the study is then presented.
Next, is the reporting on the data collection process and procedures. The results of 
the study are then examined, which is followed by the analysis and discussion of the 
results achieved. Based on the results generated, the constructs evident in 
customers’ stories were verified while constructs that were not mentioned were 
omitted. A revised conceptual framework is then ready to be tested in the next data 
collection stage. Finally, the conclusion of the chapter is forwarded.
Chapter Six describes the second data collection stage of the main study, which was 
done quantitatively and in a larger scale to complement the qualitative phase 
conducted earlier. The quantitative phase comprises of two chapters -  Chapter Six 
and Chapter Seven. This chapter will focus on the research design which explicitly 
describes and justifies the method used in Main Study Two, that is, by employing 
Conjoint Analysis (CA). CA is considered to be appropriate to be employed as it 
resembles the actual customer decision-making process of deciding whether a 
problematic situation is considered as acceptable or unacceptable. Next, the 
theoretical concepts and assumptions underlying CA are appraised, which is then 
followed by the proposed specific approach undertaken for conducting the study -  
the conjoint choice method. The detailed steps in the instrument development in 
terms of its preparation and administration, assumptions undertaken, procedures 
employed for conducting the questionnaire, the data collection issues and the 
interpretation of the results are covered. The goodness of fit and validation of results 
are then highlighted. Finally, the methods of analyzing the data collected are 
outlined.
Chapter Seven presents the second phase of the quantitative stance applied for the 
main data collection. It presents the findings of the empirical study conducted in the 
previous chapter, specifically the results coming from the conjoint choice method 
analysed via Sawtooth Software application. The first section deals with the 
demographic backgrounds of the respondents, in particular, their age, gender, 
nationality and frequency of international travel per year. Next, the analyses of the 
conjoint choice are discussed, which includes the count analysis, utilities analysis 
and importance analysis for the main effects and interaction effects analysis. 
Subsequently, comparisons between these three analyses are done to determine the
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most preferred analysis to confer the best alternative in answering the research aims 
and objectives. This is followed by the results of the analyses done on the advance 
application of Sawtooth Software -  the demographic segmentation analysis. Lastly, 
the criticality and severity analyses are highlighted. This chapter wraps up with a 
conclusion based on the results generated.
Chapter Eight highlights the discussion of the key research findings in the light of 
the theoretical concepts and previous related literatures concerning service quality 
concepts, particularly the service failure literatures and the under-researched ZOT 
and acceptability theories. The conceptual framework developed earlier to be tested 
in Main Study One is firstly revisited, followed by reviewing the attributes surrounding 
the framework. Following this, a detailed discussion on ZOT and its dynamic 
fluctuations are highlighted. Next the discussions of the significant emerging issues 
of the analysis are forwarded, in particular the issues derived from the results 
generated from the utilities analysis involving the main effects, the interaction effects 
and importance analysis results are evaluated in relation to the conceptual theories 
underhand. These issues are integrated with the literatures of ZOT and acceptability.
Based on the results discussed in chapters seven and eight, the current chapter 
displays the implications of the research findings for theory and practice, the study’s 
major contributions, limitations and suggestions for future research.
9.3 Contribution of the Study and Implications for the Industry
The research examined the current understanding of the nature of failure in relation 
to an individual’s acceptability and zone of tolerance for which limited empirical 
evidence is available from previous studies. The merits of the research are grouped 
into two areas, namely the academic contribution of the research and the practical 
implications for the industry, especially the context under study -  resort hotels.
9.3.1 Academic contribution
From the academic point of view, this research provides various contributions 
towards the service failure, zone of tolerance and acceptability theories. This section 
will evaluate these three concepts accordingly, based on the contribution being 
identified.
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As a starting point, this study has forv>/arded a robust research framework consisting 
of the attributes which influence an individual’s determination of the unacceptability of 
service problems in resort hotels. Independent attributes were initially identified via 
critically reviewing the literature in addition to being derived based on the 
confirmatory study. They were then tested in the main study via problematic 
scenarios where respondents have performed a calculus in identifying which factors 
are perceived as the most important in leading to failure in resort hotels. The most 
significant findings are the identification of the salience of the attributes that have 
been shown to influence individuals’ determination of the unacceptability of service 
problems, hence contributing to what is seen as failure. These are identified as 
issues relating to employee errors, problems being attributed internally, problems 
encountered in the later stage of the service experience, problems concerning high 
value for money, negative incidents encountered, especially on a repeat visit, for 
guests stay for more than six nights and travelling with a spouse or friends.
This research has established a framework comprised of many attributes which are 
most likely to contribute to service failure initially described in the existing literature. 
However, to the researcher’s knowledge, this is the first attempt to bring together all 
the attributes to be assessed collectively in identifying which attributes contribute 
most to failure. The attributes can be divided into three categories -  firstly, those 
concerning the old attributes previously described in past literature; secondly, those 
attributes that were given very little attention in previous literature (mainly only 
mentioned conceptually) and lastly, those attributes which are new ones, which have 
not been described in the literature.
It was seen that attribution, price, past experience and later experience are attributes 
which had been identified previously in the literature, hence being the old attributes. 
The issue of duration of stay and travelling companions, which have received little 
previous attention, have also been given emphasis in this study. On the other hand, 
length of stay, age, gender, nationality and frequency of international travel are 
relatively new attributes under investigation. This study therefore provides significant 
empirical evidence to support the service failure literature.
Another significant contribution is towards the service failure literature. It was been 
noted that there is no exact, clear and concise terminology on service failure 
definition, whereby various authors have described service failures according to their 
own perspectives. In addition, there is no concrete empirical evidence found on what
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actually constitutes ‘service failure’. The common description being generally 
accepted is that service failure is defined as a “service delivery which does not meet 
or falls below one’s expectations", which implies that individuals have some 
predetermined expectations before consuming a service. To the author’s knowledge, 
there have been no studies undertaken to operationalise service failure in terms of 
individual expectation, in particular, the adequate expectation where it is positioned in 
the lower level of an individual’s zone of tolerance threshold with an individual’s 
acceptability of negative encounters. Hence, this study had empirically defined 
service failure as the (tipping) point where something is considered as being 
unacceptable and goes below the adequate expectation level in an individual’s zone 
of tolerance.
The confirmatory study has also offered some empirical evidence of the negative 
critical incidents that resort customers encounter. The study carried out via the 
Critical Incident Technique has led to the identification of a classification of negative 
incidents which was regarded as problematic. Although various studies have been 
done in various contexts and generated various outcomes of failure incidents, there 
is not yet any study being done solely in the resort hotel context. These findings have 
generated four groups of failure categories which were divided into twelve sub­
categories, which is seen as the most failures that customers encounter during their 
stay in resort hotels. This proves invaluable in understanding what resort hotel 
customers perceive as failures and hence the management become aware of the 
most failures that occurred.
In addition, based on the various categories and sub categories compiled from the 
literatures on service failure categories, an attempt was being made to classify the 
categories and sub-categories into industry-specific failures, as different industries 
post different failures types. This is in line with Michel’s (2001) notion that failures are 
not only industry-specific but also differ in accordance to each process within an 
industry or company. This categorisation has resulted in an identification of failures 
grouped based on restaurants, which contributes the most to the service failure 
literatures, retail industry, banking industry, theme park, self-service technology, hotel 
and telecommunication services. Other failures were described in combination of a 
few industries, e.g. hotel, restaurant and airlines, as of Bitner et al., (1990; 1994). To 
the researcher’s knowledge, there is no specific study available on the identification 
of failure categories in a resort hotel area, and so this study has provided empirical 
findings on the categories and sub-categories of failures in resort hotels context.
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Apart from that, there is another contribution gathered from the result of critically 
reviewing the service failure literatures. Based on the various literatures gathered on 
the dubious definitions of service failures, this study has also forwarded a service 
failure definition which is being classified into different perspectives/ themes, namely 
from looking from the customer’s perspective, the operational perspective and the 
employee’s perspective.
Towards a lesser extend, this study has added to the least concentrated concern on 
the service failure literatures which has not received the same attention, whereby 
more concentration has been aimed towards its counterpart -  service recovery.
Being an antecedent to service recovery, it is therefore imperative to determine what 
constitutes a failure, especially from a customer’s point of view, so as to avoid 
failures from happening, hence avoiding the negative impacts it could bring.
Another interesting finding is the contribution towards the acceptability literatures. In 
the preliminary study, it was found that different individuals have different perceptions 
of service performance. In particular, it is seen that individuals have less agreement 
on negative encounters while having more agreement on the more positive ones, 
which means that their zones of tolerance are much broader in the former 
circumstances. These findings suggest that failure identification seems to be 
subjective to one’s own judgement. As such, one failure incident might not be 
regarded as a failure by someone else, hence having a broader acceptable level in 
judging a certain problematic encounter. Due to the variable and inseparable nature 
of services, service failure might mean different things to different people.
The findings have also provided support on the under-researched area of ZOT where 
little evidence has been identified and studies have remained conceptual in nature. It 
is justified from the findings that a prior negative incident is proven to predispose 
individuals to see subsequent encounters as negative. This study has provided 
strong supporting evidence to Johnston’s (1995) notion, who conceptually argued 
that an initial negative encounter will predispose individuals to see future encounters 
as negative.
Another significant contribution is the application of the methodology of this research 
which makes a considerable contribution in the literatures. In particular, it is seen that 
this study has successfully introduced CA to the SF and acceptability literatures. The 
uniqueness in applying the CA method serves to provide a contribution towards the
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methodological stance in a way that the method is decompositional in nature. As 
such, the attributes which are initially gathered through reviewing the literatures and 
CIT were composed into real-life problematic scenarios, which resort hotel customers 
generally encounter, to resemble the actual decision-making process that customers 
do, whereby all combinations of attributes are taken into consideration when making 
a decision on what is regarded as acceptable and unacceptable. The answers given 
by respondents, based on individual scenarios, are then decomposed individually to 
determine which attributes confer most towards what is seen as most unacceptable 
and so forth. This proves to provide a more realistic decision-making evaluative 
judgement, rather than having to rank or rate independent individual attributes per se, 
which is generally done in other methods, as customers normally make a decision 
based on judgement, on multi-attribute products or services or concepts. Thus, 
application of CA is considered practical in studying failure identification.
In addition, although CA is regarded as a method employed in a direct and controlled 
manner and performed based on some underlying assumptions made beforehand, it 
also provides flexibility in a way that it is based on the researcher’s own judgement in 
making a decision on what should be included in the research design. As such, it 
provides a “new” way of conducting the study and to the researcher’s knowledge, this 
is also the first attempt to conduct a CA study specifically using a choice-based 
method by applying real-life scenarios presented to the respondents, as compared to 
the normal profile tasks which usually involve three to four stimulis in a task to be 
chosen.
The Customer Tolerance Calculus (CTC) concept forwarded, whilst being a simplistic 
notion of what customers consider in a decision-making process, is based on a 
notion introduced by Charles Handy, a motivation guru. He introduced the Charles 
Handy Motivation Calculus where he used the term “calculus” to explain different 
factors that influence people to motivate other people in their job-related issues. 
Similarly, the most significant findings in this study are the identification of the key 
independent attributes that have been shown to influence an individual’s 
determination of the unacceptability of service problems. These are identified as 
issues relating to employee errors, problems being attributed internally, problems 
encountered in the later stage of the service experience, problems concerning high 
value for money, negative incidents encountered especially on a repeat visit, guests 
staying for more than six nights, and travelling with a spouse or friends. In this study, 
the CTC notion, to a certain extent, could be applied to other decision-making
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processes involving multi-attribute situations in other contexts, such as the 
restaurants or other commercial hospitality establishments, or even going further 
outside the hospitality field. Although the CTC notion is worth exploring further, it has 
undoubtedly lead to making some sense in an individual’s evaluative judgement.
Lastly, is the contribution which relates to the criticality and severity attributes. Both 
attributes, which were identified earlier as an input to the customer tolerance 
calculus, were later taken out of the model to depict its function as an artefact of the 
calculus, as it evaluated the scenario as a whole, which took consideration of all 
attributes concerned. As such, both attributes are positioned after the CTC and 
before the scenario is being regarded as acceptable or unacceptable.
9.3.2 Practical implications
A number of practical and managerial implications can be derived from this research. 
These are discussed in turn below.
The findings provided significant contributions to the service failure literature by 
providing a framework that facilitates resort hotel operations to identify the attributes 
which influence resort hotel customers in making a judgement on what is perceived 
as an acceptable or unacceptable service encounter, which leads towards what is 
seen as failure. In addition, the effects of the combinations of attributes can also be 
identified. This provides practical guidance to help assist resort hotel operations to 
identify potential failure beforehand. Specifically, potential failures do not only involve 
a certain independent attribute but also the effect of a combination of attributes in 
influencing failure to happen. This will aid to contribute towards the management and 
identification of failure, especially in resort hotels (Zainol and Lockwood, 2009).
Lovelock et al., (2001) forwarded the first law of quality, that is, “to do it right the first 
time”. Therefore, another significant contribution is the recognition of failure 
identification in the first instance before customers could realise the failure. This is 
due to evidence that a customer’s tolerance gets narrower after encountering one 
dissatisfying encounter, and he/she will need a few satisfying encounters to 
contradict the initial negative encounter. Identification of potential failure points in the 
service delivery process before the failure could reach the customers is thus 
imperative. Through rectifying failures from happening in the first instance, service 
providers could determine in advance where and how potential failures are likely to
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occur, hence removing dissatisfying encounters before they could take place 
(Johnston, 1995). It would also help aid in preventing the same failure from 
happening again. This is in line with Bell and Zemke’s (1987) suggestions that 
providing quality service not only requires managing the process but also the 
possible outcomes of the service.
It is suggested in the literatures that the cost of having service failures are 
tremendous. From the customer’s perspective, failures are believed to create 
annoyance, disruption and almost always dissatisfaction among customers, which 
will then lead to a range of customer actions, including negative word-of-mouth, 
switching providers, etc. Furthermore, the consequences of having service failures 
can also be seen from the service provider’s point of view. It is proposed that service 
failures will bring lost opportunity, customer grudges, a decrease in customer loyalty, 
loss of revenue, and an increased cost, etc.
Hence, identifying potential failures beforehand would seem to be an effective 
strategy as this could bring significant benefits in terms of customer retention whilst 
also bringing cost and energy savings to the service providers. Harte et al. (1990) 
and Mack et al., (2000) propose that understanding the types of service failures 
encountered is the starting point to developing effective service recovery strategies, 
thus improving customer retention. Focusing on service failure prevention will also 
aid in understanding how to better achieve continuous improvement, hence could 
assist organisations in improving service quality and enhancing long-term 
relationships between the service provider and the customers.
9.4 Limitations of the Research
Although this research has offered interesting findings and significant contributions 
towards the literatures concerned, it comes with a number of limitations. These 
include the following:
1. The unavailability of the full version of CA software to be used in the analysis of 
Main Study Two
Perhaps the most significant drawback in this study is the unavailability of the 
software, as mentioned above. According to Moskowitz and Krieger (2002), the 
financial and technical feasibility of incorporating any element into the development 
of a product or service concept must be taken into consideration. This encompasses
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the software needed as the data analysis is highly dependent on the software 
selected. The current version of software that the faculty obtained only has a limited 
access of respondents data to be stored (only allowing data for 250 respondents) 
hence the total respondents’ data gathered during data collection (374 respondents) 
was later cleaned and purified again to get the most reliable dataset to be analysed. 
Nevertheless, the cleaned dataset was deemed as reliable and of appropriate size to 
be analysed for the study.
2. Generalisability of findings
As the study only examined resort hotels in Langkawi Island in Malaysia, the findings 
may not be generalised to resort hotels in other parts of Malaysia with regards to the 
specific findings generated in Main Study One, for example; weather or climate 
conditions, condition of beaches, etc. In addition, it may not be generalised to other 
resort hotels in other countries which pose different cultures, characteristics and 
backgrounds, bearing in mind that Langkawi Island is a tropical tourist destination 
island resort which has its own special characteristics. However, the results in main 
Study Two mainly are in agreement and applicable with the operations of a resort 
hotel in general.
3. Gathering sufficient number of respondents
Another limitation is gathering a sufficient number of respondents for the survey in 
Main Study Two. As stated, there are four versions of the instrument to be distributed 
and each version is supposed to get an equal number of respondents answering 
them. It was quite a challenging task to get an equal number of respondents to 
conform to the four versions, as different groups employed to collect the information 
are based on stratified sampling procedures. Some areas did not have a lot of 
tourists at the time the data was collected. Therefore, it took some groups more time 
and effort to gather the required data by approaching more resort hotel customers in 
further locations e.g. airports and nearby beaches.
4. The quantity of scenarios asked in the instrument
Another issue relates to the number of scenarios being asked about in the 
instrument. Twenty-five scenarios were asked about in each version of the 
questionnaire and it might seem to be a daunting exercise to some of the 
respondents, although this was an acceptable limit, as suggested by respondents in 
the pilot study. Hence, there are some missing values in the answers provided by the 
respondents, which were later discarded in the data cleaning and purifying process.
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As the objective of the study is to get an optimum result based on the test efficiency 
design being conducted, it was conferred that a bit more than twenty tasks are more 
favourable in order to obtain the desired efficiency of the instrument.
5. Sample size of the preliminary study
A limitation of the preliminary study was noted earlier in Chapter Four, where this 
initial study was being discussed. In particular, the preliminary study was conducted 
with the intention to gain some insights into what are people’s perceptions in 
evaluating positive and negative encounters. Although it was noted that this study is 
not with the intention to be generalised, it also posed some aspects of suggesting 
whether this is an overall opinion representing the entire group of individuals. In 
addition, the relative sample size was quite small, with only fourteen respondents 
taking part in the study. However, it has provided some interesting insights to be 
explored further in the study.
9.5 Recommendations for Future Research
Future research efforts may focus on the issues raised from the findings and 
limitations of this research.
Firstly, it is suggested that future research attempts to identify other attributes in 
relation to the CTC in resort hotels. In this study, only seven attributes were taken 
into consideration. However, other subjective attributes involving the customer’s 
emotions or service-scapes should be taken into consideration in future studies.
Apart from that, the timing issue and customer involvement attribute, which were 
initially considered in the initial framework, could also be investigated.
This study has been undertaken in the resort hotels context, specifically resort hotels 
in Malaysia. It is suggested that future studies be conducted in other contexts in 
Malaysia, in particular, the other commercial hotels, to compare whether the results 
are generalised in the other hospitality areas in Malaysia. In addition, future studies 
could also apply the framework developed towards other countries in the same 
hospitality field.
While the CTC concept is relatively a new concept introduced in this research and 
proves to be feasible in “computing” the attributes under study, it is deemed
284
Noor Azimin Zainol___________________________________________________________________  Chapter 9: Conclusion
exploratory in nature. Thus, it needs further exploration and development in terms of 
its conceptual basis.
The similarity of the term “criticality “and “severity” has provided confusion in this 
study. Most respondents seemed to be a little confused when being asked questions 
regarding the severity and criticality of the incidents (in Main Study One where CIT is 
employed) although the definition of terms was presented before the interview. It 
seemed that the redundancy was highly possible hence the correlation analysis in 
the preliminary study provided support that both attributes are highly correlated, thus 
are regarded as having similar meanings in the respondent’s perception. Hence, it 
was thought that repositioning both attributes after the CTC has taken place is 
considered as another feasible alternative, in addition to evaluating the problematic 
scenarios in terms of being unacceptable/ acceptable. Future research should define 
and differentiate what “severity” and “criticality” means in more detail to make clear 
the definition of both ambiguous concepts.
Another point to consider is the tipping point, where a service problem is regarded as 
unacceptable -  the point where the service outcome falls below one’s adequate 
service level in their ZOT threshold. More work needs to be done on the 
measurement of the tipping point, which is seen to add to the definition of what is 
meant by service failure, looking from the ZOT perspective.
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Appendix 1: List of statements (preliminary workshop)
~ \
Exercise flow:
Think about a mid-priced restaurant (meal price range from £10-15 per person) which 
you have visited last few months.
You are given a list of statements (20 statements) concerning a dinner experience 
you had with your partner in the restaurant.
You are asked to rate these statements on the scale of 1 -  10 points, ranging from “1 
- Negative” to “10 - Positive”. You have ten minutes to complete this part of exercise. 
You are then asked to rate your overall rating for their dinner experience in the 
restaurant in a scale of 1 to 10 (not satisfied to satisfied).
In groups of four, you are asked to discuss the similarities or discrepancies of your 
answers and state WHY.
Please note down your answers on the flipcharts given for discussion/presentation 
thereafter.
List of Statements:
Rate
1. You called the restaurant at about 5pm to make a last minute 
booking for two to celebrate your partner’s promotion, looking for a 
table at about 6pm. The receptionist replies that the restaurant is fully 
booked but if you come along at about 6.30pm, they should be able to 
find a table for you.
2. When you arrive at the restaurant, your discussion about a table 
reservation has not been recorded, but they do find a table for you.
3. You are directed to a table near the entrance although you would 
have preferred a table near the window.
4.After being seated, you are brought a bottle of filtered water, free of 
charge.
5 .Y0U notice that the interior décor inside the restaurant eg: the 
curtains, paintings, etc is pleasant.
6.The waiter brings the menu for you. The waiter informs you that two 
of the items are not available but all the others are.
7.You place your order. The waiter then brings you a bowl of olives and
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a selection of Italian breads with olive oil, free of charge.
8.Your starter takes fifteen minutes to arrive.
9 .Y0U go to the toilet and find that it is very clean and smells fresh.
10.When your starter is delivered, you find that it is not the starter that 
you ordered.
11 .While having dinner, the restaurant manager approaches you and 
your partner. He presents a box of chocolates to your partner as he 
understood the dinner was a celebration for her.
12. Your starters are cleared and your main courses arrive in five 
minutes.
IS.The main courses are both well presented.
14.The customers on the next table are making a noise that you find 
rather disruptive.
15. You raised your hand to ask for extra black pepper but none of the 
waiters noticed it.
16.You asked for the bill and it takes 10 minutes to prepare it and 
handed it to you.
17.The member of staff who presents you with the bill is rather abrupt.
18. You checked the bill and find that a glass of wine has been included 
that you did not order.
19.You notice that a 15% service charge has been added to the bill. 
20.0n leaving the restaurant, the manager wishes you a pleasant 
evening and says that he hopes to see you again soon.
Your overall rating of the dinner experience on a scale of 1 to 10 (not satisfied to 
satisfied) = _________
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Appendix 2
Code Descriptions
Booking Making a table reservation
Table Reservation was not being made but a table was allocated
Entrance Allocated a table near the entrance
Water Given a bottle of filtered water, free of charge
Decor Interior décor is pleasant
Menu Two items are unavailable in menu
Olives Complimentary olives and bread given
Starter Starter arrived late
Toilet Clean and fresh toilet
Wrong starter When starter arrived, it was a wrong one
Chocolates Complimentary chocolate by manager
Five minutes Main course arrives in five minutes
Main course Well presented
Noise Distruptive noise by next table customer
Black pepper Asked for extra black pepper but nobody notice it
Bill Took 10 minutes to be prepared
Abrupt Staff being abrupt
Wine A glass of wine which is not ordered included in bill
Service charge Service charge being added to bill
Farewell Manager wishes a pleasant evening and hope to see you 
again
Overall Overall rating of dinner experience
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Appendix 3: Letter of permission/acknowledgement from supervisor
OF
December 2007
TO WHOM IT MAY CONCERN 
Noor Zainol
I would like to ask for your help in supporting the research bêi,ng;(pn^ u|:Aêd by 
the above named student as part of her research thesis for a PhD................
The topic of her research -  looking at the nature of service failure in resort hotels 
in Malaysia -  is, I am sure you will agree, a very interesting one and one that will 
contribute to improving management practice.
I would like to reassure you that any information that you provide will be treated in 
the strictest confidence and only used for the purposes of academic research. 
The names of the hotels used in the research will not be identifiable in the final 
report.
May 1 thank you in advance for your help with the research and helping Noor to 
complete her studies.
Yours faithfully.
Andrew Lockwood
Forte Professor of Hospitality Management 
Associate Dean Learning and Teaching 
Faculty of Management and Law
Head of Division of Hospitality and Tourism 
School of Manaoement
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Appendix 4: Pilot study questions (CIT)
Questions to ask:
Part 1: To collect info about service jncidents(s) that had gone wrong in customer’s 
view.
Usually researchers will ask about things that are of satisfactory in one’s experience, 
but I will investigate things that went wrong or problematic in customer’s stay in a 
resort hotel.
Firstly, could you please identify the resort that you stayed?
When was it?
Where was it? (Langkawi)
With whom did you travelled with?
Was it a first time visit or you had visited the resort before? (sequence)
Could you please describe the problem that you encountered during your stay in the 
resort?
(Who was involved?)
(The setting?)
(Which part of the day the incident happened?)
Part 2: (Scope of incident) Criticalitv/severitv/ attribution 
In your opinion, who is responsible for the incident/error?
In a scale of 1 to 5, being 1- less severe to 5 -  being more severe, could you please
rate the incident that you described earlier (flashcard).
In a scale of 1 to 5, being 1- less critical to 5 -  being more critical, could you please
rate the incident that you described earlier (flashcard).
Do you think that the incident you described earlier affected your overall satisfaction 
of your stay?
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Part 3: (Sequence of incident) time of day/ single experience / prior experience
Is there any other incidents happening during the same stay? When does this 
happen (before or after the first incident)?
Have you experienced this in your past visit in the same resort?
(Yes)lf it had happened before and still reoccur in the recent visit, did it affect your 
acceptance or tolerance of problem at hand? (describe your level of tolerance -  
narrower, wider or same?)
Do you think the time the incident happened can influence your acceptability of 
problem at hand?
Part 4: (Personal/demographic data) Age/gender/ customer involvement/ travelling 
with, etc.
Age 
Gender 
Travelling with 
Nationality
How long was the stay there 
Customer involvement (if any)
Other factors (from the customer)
Would you recommend to others
Final question, do you feel the total incidents described cumulatively affected your 
overall satisfaction with your stay? (Yes-unacceptable, No-acceptable)
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Appendix 5: Instructions for interjudge coder(s)
Listed below are the instructions given to the independent researcher for inter-judge 
coding.
Instructions for Coder(s)
1. Listed are 127 service problems in resort hotels found in a pilot study which 
was gained from interviewing 40 respondents. Based on the incidents, the 
main researcher had formed 4 categories and 13 sub-categories.
2. You are asked to categorize each incident into one of the 13 categories 
based on the explanation given on each category. Firstly, please read 
thoroughly the definition give on each category to get an understanding on 
what each category covers.
3. Secondly, it is highly recommended that you read through the entire service 
incidents before sorting out the incidents. This is mainly to assist you in 
having a general idea of the incidents’ pattern so as to decide how to 
categories it accordingly.
4. If, in your opinion, an incident does not appear to meet any of the categories 
formed, please put it aside for the time being. You can revisit it later when you 
are done with other incidents.
5. Each incident should be categorised in one category only.
6. If you still feel that any an incident does not match any categories, please put 
it aside.
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Appendix 8: A sample of full questionnaire for pretest study
U N IV E R S ITY  O F
Dear Sir/ Madam
Thank you in advance for agreeing to participate in this pre-testing study which is 
part of a doctoral research study at the University of Surrey, UK.
You are part of a select group of resort hotel customers which I seek participation to 
provide opinions regarding your perceptions on acceptability and unacceptability of 
service problems encountered in your previous or current resort hotel stay. This 
exercise will help to inform whether a service problem encountered in a previous 
resort hotel stay is considered as a failure or not, hence will assist in identifying 
failures to occur beforehand thus improving the resort hotel's operation in the future. 
Please answer all questions as accurately as possible.
In the following section (Section 1), you will be given 20 scenarios on the most 
common problems encountered in a resort hotel. Each scenario is detailed with some 
attributes/factors which will then influence your perceptions on the scenario on 
regarded as being acceptable or unacceptable by you. You are then required to 
answer whether the scenario is acceptable or unacceptable in your perception after 
taking into consideration the factors surrounding the scenario.
If you think that the scenario is unacceptable after considering all the factors 
attributing to it, circle “unacceptable” in the answer part. Alternatively, if you think that 
the scenario is acceptable to you, please circle the “acceptable” option. The 
remaining three questions following the scenarios are questions regarding your 
personal background (Section 2).
Responses will be used for the purpose of analysis only. All respondents are 
anonymous, will be treated with strict confidentiality and will be used for academic 
purposes only.
Thank you again.
Yours sincerely,
Noor Azimin Zainol
PhD Researcher 
School of Management 
University of Surrey 
Guildford GU2 7XH 
Surrey UK
Email: n.zainol@surrev.ac.uk
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Section 1.
Scenario 1 :
The operator raised her voice when you were asking some questions to her on the 
phone. This is a critical situation for you although this was maybe due to the bad weather 
having thunderstorms happening at that time which might have influenced her to react 
that way. This is not the first experience in this visit as you had encountered a breakdown 
when you were parking your car in the resort’s underground parking. You are travelling 
with the family for more than six nights. This is not an expensive hotel and this is your 
first visit to the resort.
Answer: Acceptable/Unacceptable
Scenario 2:
You arrive at the reception and your room is not ready. You regard this situation as very 
critical as you had along drive there and you think that the management should be at 
fault. This situation is the first problem that you encountered in this trip as everything 
goes well along the journey to the resort. You are travelling with your spouse for 3-5 
nights. This is an expensive resort and you have stayed in the resort before.
Answer: Acceptable/Unacceptable
Scenario 3:
It was raining heavily on the first day of your trip at the resort. However you regard it as 
not critical and due to the unpredictable weather these days. This is not the first problem 
in this visit as you had encountered a breakdown when you were parking your car in the 
resort’s underground parking. You are travelling with your spouse for 1 -2 nights. This is 
not an expensive resort and you have stayed in the resort before.
Answer: Acceptable/Unacceptable
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Scenario 4:
The spa is closed on the afternoon you wanted to have a massage. You do not think that 
is critical at that time however you think that the management should inform the 
customers earlier about this. This is an expensive resort and this is the first problem that 
you encountered in your visit to the resort. You are travelling with your spouse and 
spending more than six nights there. This is your first visit to the resort.
Answer: Acceptable/Unacceptable
Scenario 5:
The choice of breakfast is almost the same everyday. You do not think it as a critical 
situation however you blame the management for not seeing this issue. This is not the 
first problem in this visit as you had encountered a problem during checking-in on the first 
day. You are travelling with your family in this trip and staying for 1-2 nights. This is an 
expensive resort and you have stayed at this resort before.
Answer: Acceptable/Unacceptable
Scenario 6:
You have to pay extra charges for the service provided by the tour operator which was 
being arranged by the resort and you think that this is quite critical to you. You complaint 
to the resort management but the management informed that it is out of their control as 
the tour operator has to cover the cost of increasing fuel charges. This is the first problem 
that you encountered during yours stay in the resort. You are travelling with your family 
and staying in the resort for 3- 5 nights. This is not an expensive resort and it is your first 
visit to the resort.
Answer: Acceptable/Unacceptable 
Scenario 7:
There are lots of monkeys which are prone of taking anything from your balcony in the 
resort. You do not feel that this is critical and thought that it is natural for a rain-forest 
resort surrounding to have the particular scene. This is the first problem you encountered
326
Noor Azimin Zainol___________________________________________________________________________________ Appendices
in the resort. You are travelling with your family and spend more than six nights there. 
This is not an expensive resort and you have stayed in the resort before.
Answer: Acceptable/Unacceptable
Scenario 8:
The reception staff is all tied up with five conference groups checking in at the same time. 
You think that it is a quite a critical situation as you have to wait for quite long to enquire 
about your sightseeing tour that you have booked earlier. However, you thought that the 
management should not be at fault as the conference delegate’s flight was delayed 
resulting in a heavy rush during check-in. This is not the first problem that you 
encountered in the resort as you have also experienced a delay during check-in in the 
afternoon. You are travelling with your friend for 1-2 nights. This is an expensive resort 
and this is your first visit here in the resort.
Answer: Acceptable/Unacceptable
Scenario 9:
The food taste at the restaurant is average and you do not think that this is really critical. 
However you think that the management should be responsible in improving the quality 
of food taste. This is not the first problem in this visit as you have had a power failure for 
three hours in your room the night before. You are travelling with your family for 3-5 
nights. This is not an expensive resort and this is your first visit to the resort.
Answer: Acceptable/Unacceptable
Scenario 10:
You are bothered by loud music coming from the bar which is situated next to your room. 
You think that this is very critical and the management should be at fault. It is the first 
problem that you encountered in the resort. You are travelling with your spouse and 
planning to spend more than six nights in the resort. This is an expensive resort and you 
have stayed in the resort before.
Answer: Acceptable/Unacceptable
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Scenario 11 :
You experienced a power failure in your room while you are getting ready for dinner. You 
do not think that it is critical as you have already booked a table at a restaurant nearby 
the resort and not having to stay in your room. And you think that it is not the 
management’s fault that the power failure occurred. However this is not the first problem 
you encountered in the resort as you have had a problem with the toilet before. You are 
travelling with your spouse for 3 -5 nights. This is not an expensive resort and this is your 
first visit to the resort.
Answer: Acceptable/Unacceptable
Scenario 12:
The attitude of the restaurant staff is very disappointing when you are delayed for your 
main course for more than 30 minutes. You think that this is very critical and the 
management should be at fault for this matter, especially because this is an expensive 
resort. This is not the first problem that you encountered as you have had a problem with 
the reception staff during check-in. You are travelling with your family and staying there 
for two nights. This is your repeat visit to the resort as you have not encountered 
anything severe in the past visit.
Answer: Acceptable/Unacceptable
Scenario 13:
You think that the staff lack of training as they were not sure how to answer your 
questions. You do not think that this is critical however you think that the management 
should be at fault for providing proper training to them. This is the first problem you 
encountered in this resort. You are travelling with your family for more than six nights. 
This is not an expensive resort and you have stayed in the resort before.
Answer: Acceptable/Unacceptable
Scenario 14:
You booked an island-hoping trip but the pick-up was terribly late where you have to wait 
for nearly 3 hours. You think that this is something very critical as you have wasted your
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time doing nothing. However you did not blame the management as this is not under their 
control. This is an expensive hotel and this is the first problem that you encountered in 
this resort. You are travelling with your friends for 1-2 nights and this is your first visit 
there.
Answer: Acceptable/Unacceptable 
Scenario 15:
The beach is not up to your expectation although this is not a critical problem in your 
perception. However the management should be at fault for not clearly providing enough 
information about the small beach that they have. This is an expensive resort and this is 
the first problem that you encountered. You are travelling with your family for 3 -  5 nights 
and this is your first visit to the resort.
Answer: Acceptable/Unacceptable
Scenario 16:
You have to pay an extra charge for the service provided by the tour operator which was 
being arranged by the resort and you think that this has a critical impact. You complaint 
to the resort management but the management informed that it is out of their control as 
the tour operator has to cover the cost of increasing fuel charges. This is the first problem 
that you encountered during yours stay in the resort. You are travelling with your spouse 
and staying in the resort for more than six nights. This is not an expensive resort on 
overall value and you have stayed in the resort before.
Answer: Acceptable/Unacceptable
Scenario 17:
The reception staff is all tied up with five conference groups checking in at the same time. 
You do not think that it is a critical situation as you just wanted to drop your room key for 
dinner outside the resort and enquire about your tour booking the next day. You do not 
think that the management should be at fault. However, this is not the first problem you 
encountered as you had experienced slow service also in the spa. You are travelling with 
your family for 1-2 nights. This is an expensive resort and you have stayed here before.
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Answer: Acceptable/Unacceptable 
Scenario 18:
You think that the total bill for the resort’s stay is amazingly high as compared to the 
service rendered and regard it as a critical problem. You blame the management for the 
situation as this is supposed to be an inexpensive resort. This is also not the first problem 
as you have also encountered very rude staff while having breakfast the day before. You 
are travelling with friends for 1-2 nights and this is your first visit.
Answer: Acceptable/Unacceptable
Scenario 19:
Your room was really shabby and the interior décor is worn. You think that this is very 
critical and blamed the management for the situation although this is not an expensive 
resort. This is the first problem that you encountered in this trip. You are travelling with 
friends for 3 -  5 nights and have stayed here before.
Answer: Acceptable/Unacceptable
Scenario 20:
You have to wait for nearly 20 minutes for the bill to arrive after dinner at the resort’s 
restaurant as the cashier had to solve an issue with another customer who was 
complaining about the bill. You do not think that this is critical and believe that the 
customer caused the problem. This is a not the first problem that you encountered, 
though as you had problems of not enough loungers at the swimming pool earlier in the 
afternoon. You are travelling with your family for more than six nights. This is an 
expensive resort and this is your first visit to the resort.
Answer: Acceptable/Unacceptable
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Section 2: Respondent’s personal background (please tick where appropriate) 
1. Please specify your gender.
Male
Female
2. Please specify your age.
< 24 years
25 -  34 years
35 -  44 years
> 45 years
3. Please specify your nationality.
Western
Asian
Thank you for your cooperation and time. 
Any comments or suggestion??
Do you think that there are too many scenarios being asked? Y / N
If additional scenarios are added, (let’s say another 5 scenarios), do you think that this is 
a burden to you to answer or vice versa?
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Appendix 9: Results of the design efficiency test
CBC Design Efficiency Test 
Copyright Sawtooth Software 
1/8/2010 6:44:38 PM
Task generation method is 'Balanced Overlap' using a seed of 1.
Based on 4 version(s).
Includes 100 total choice tasks (25 per version).
Each choice task includes 1 concepts and 7 attributes.
A Priori Estimates of Standard Errors for Attribute Levels
‘‘Warning: The design is deficient (using ridge regression adjustment).
Att/Lev Freq. Actual Ideal Effic.
1 1  25 (this level has been deleted) SDSF
1 2 25 1.7761 1.7761 1.0000 NE
1 3 25 1.7761 1.7761 1.0000 EE
1 4 25 1.7761 1.7761 1.0000 V
2 1 51 (this level has been deleted) internal
2 2 49 1.7761 1.7761 1.0000 External
3 1 50 (this level has been deleted) Low
3 2 50 1.7761 1.7761 1.0000 High
4 1 50 (this level has been deleted) First problem
4 2 50 1.7761 1.7761 1.0000 Later problem
5 1 50 (this level has been deleted) Family
5 2 50 1.7761 1.7761 1.0000 Friends/Spouse
6 1 34 (this level has been deleted) 1-2 nights
6 2 33 1.7761 1.7761 1.0000 3-5 nights
6 3 33 1.7761 1.7761 1.0000 . >6 nights
7 1 51 (this level has been deleted) First visit
7 2 49 1.7761 1.7761 1.0000 Repeat visit
Note: The efficiencies reported above for this design assume an equal number of respondents 
complete each version.
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Logit Report with Simulated Data 
Main Effects: 1 2 3 4 5 6 7
interactions: 1x2 1x3 1x4 1x5 1x6 1x7 2x3 2x4 2x5 2x6 2x7 3x4 3x5 3x6 3x7 4x5 4x6 4x7 5x6 5x7 
6x7
Build includes 350 respondents.
Total number of choices in each response category:
Category Number Percent
1 4339 49.59%
2 4411 50.41%
There are 8750 expanded tasks in total, or an average of 25.0 tasks per respondent.
Iter 1 Log-iikeiihood = -6040.53866 Chi Sq = 48.99833 RLH = 0.50140
iter 2 Log-iikeiihood =-6039.50974 Chi Sq = 51.05618 RLH = 0.50146
iter 3 Log-iikeiihood =-6039.46734 Chi Sq = 51.14097 RLH = 0.50146
iter 4 Log-iikeiihood = -6039.46563 Chi Sq = 51.14439 RLH = 0.50146
iter 5 Log-iikeiihood =-6039.46557 Chi Sq = 51.14453 RLH = 0.50146
iter 6 Log-iikeiihood =-6039.46556 Chi Sq = 51.14453 RLH = 0.50146
‘Converged
Effect Std Err t Ratio Attribute Level
1 -0.09889 0.04452 -2.22129 1 1 SDSF
2 0.12067 0.04425 2.72696 1 2 NE
3 0.01182 0.04229 0.27943 1 3 EE
4 -0.03359 0.04302 -0.78083 1 4 V
5 0.04438 0.02677 1.65781 21 internal
6 -0.04438 0.02677 -1.65781 2 2 External
7 -0.00006 0.02509 -0.00228 31 Low
8 0.00006 0.02509 0.00228 3 2 High
9 0.04371 0.02670 1.63735 41 First problem
10 -0.04371 0.02670 -1.63735 4 2 Later problem
11 -0.01886 0.02609 -0.72309 51 Family
12 0.01886 0.02609 0.72309 5 2 Friends/Spouse
13 -0.08403 0.04049 -2.07521 61 1-2 nights
14 0.05271 0.03815 1.38161 6 2 3-5 nights
15 0.03132 0.03577 0.87554 6 3 . >6 nights
16 0.01328 0.02720 0.48826 71 First visit
17 -0.01328 0.02720 -0.48826 7 2 Repeat visit
18 -0.05556 0.05182 -1.07228 SDSF x internal
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19 0.05556 0.05182 1.07228 SDSF X External
20 0.02739 0.05151 0.53167 NE X Internal
21 -0.02739 0.05151 -0.53167 NE X External
22 0.00965 0.04439 0.21736 EE X Internal
23 -0.00965 0.04439 -0.21736 EE X External
24 0.01852 0.04812 0.38498 V X Internal
25 -0.01852 0.04812 -0.38498 V X External
26 -0.03483 0.05202 -0.66965 SDSF X Low
27 0.03483 0.05202 0.66965 SDSF X High
28 0.01466 0.04477 0.32745 NE X Low
29 -0.01466 0.04477 -0.32745 NE X High
30 0.02422 0.04767 0.50797 EE X Low
31 -0.02422 0.04767 -0.50797 EE X High
32 -0.00404 0.04617 -0.08755 V X Low
33 0.00404 0.04617 0.08755 Vx High
34 -0.07808 0.04575 -1.70670 SDSF X First problem
35 0.07808 0.04575 1.70670 SDSF X Later problem
36 0.07931 0.04728 1.67758 NE X First problem
37 -0.07931 0.04728 -1.67758 NE X Later problem
38 0.06679 0.04452 1.50039 EE X First problem
39 -0.06679 0.04452 -1.50039 EE X Later problem
40 -0.06803 0.04659 -1.46009 V X First problem
41 0.06803 0.04659 1.46009 V X Later problem
42 -0.04557 0.05544 -0.82190 SDSF X Family
43 0.04557 0.05544 0.82190 SDSF X Friends/Spouse
44 0.02032 0.05118 0.39699 NE X Family
45 -0.02032 0.05118 -0.39699 NE X Friends/Spouse
46 0.00620 0.04905 0.12640 EE X Family
47 -0.00620 0.04905 -0.12640 EE X Friends/Spouse
48 0.01905 0.04824 0.39481 V X Family
49 -0.01905 0.04824 -0.39481 V X Friends/Spouse
50 -0.01840 0.08761 -0.21003 SDSF X 1-2 nights
51 0.00289 0.08169 0.03541 SDSF X 3-5 nights
52 0.01551 0.06609 0.23464 SDSF X . >6 nights
53 -0.06341 0.06186 -1.02502 NE X 1-2 nights
54 0.12939 0.06667 1.94077 NE X 3-5 nights
55 -0.06598 0.06138 -1.07502 NE X . >6 nights
56 -0.01466 0.06612 -0.22176 EE X 1-2 nights
57 -0.07111 0.06581 -1.08048 EE X 3-5 nights
58 0.08577 0.07723 1.11060 EE X . >6 nights
59 0.09647 0.06837 1.41107 V X 1-2 nights
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60 -0.06118 0.07045 -0.86835 V X 3-5 nights
61 -0.03529 0.06860 -0.51446 V x . >6 nights
62 0.07224 0.05349 1.35062 SDSF X First visit
63 -0.07224 0.05349 -1.35062 SDSF X Repeat visit
64 -0.00322 0.05346 -0.06019 NE X First visit
65 0.00322 0.05346 0.06019 NE X Repeat visit
66 0.00002 0.04726 0.00033 EE X First visit
67 -0.00002 0.04726 -0.00033 EE X Repeat visit
68 -0.06904 0.04870 -1.41762 V X First visit
69 0.06904 0.04870 1.41762 V X Repeat visit
70 -0.00514 0.02819 -0.18225 Internal x Low
71 0.00514 0.02819 0.18225 Internal x High
72 0.00514 0.02819 0.18225 External x Low
73 -0.00514 0.02819 -0.18225 External x High
74 0.00144 0.02595 0.05559 Internal x First problem
75 -0.00144 0.02595 -0.05559 Internal x Later problem
76 -0.00144 0.02595 -0.05559 External x First problem
77 0.00144 0.02595 0.05559 External x Later problem
78 -0.03079 0.02839 -1.08474 Internal x Family
79 0.03079 0.02839 1.08474 Internal x Friends/Spouse
80 0.03079 0.02839 1.08474 External x Family
81 -0.03079 0.02839 -1.08474 External x Friends/Spouse
82 -0.11815 0.04155 -2.84349 Internal x 1-2 nights
83 0.09681 0.04226 2.29090 Internal x 3-5 nights
84 0.02134 0.04052 0.52675 Internal x . >6 nights
85 0.11815 0.04155 2.84349 External x 1-2 nights
86 -0.09681 0.04226 -2.29090 External x 3-5 nights
87 -0.02134 0.04052 -0.52675 External x . >6 nights
88 0.03757 0.03314 1.13377 Internal x First visit
89 -0.03757 0.03314 -1.13377 Internal x Repeat visit
90 -0.03757 0.03314 -1.13377 External x First visit
91 0.03757 0.03314 1.13377 External x Repeat visit
92 -0.01810 0.02770 -0.65362 Low X First problem
93 0.01810 0.02770 0.65362 Low X Later problem
94 0.01810 0.02770 0.65362 High X First problem
95 -0.01810 0.02770 -0.65362 High X Later problem
96 -0.01142 0.02616 -0.43652 Low X Family
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97 0.01142 0.02616 0.43652 Low X Friends/Spouse
98 0.01142 0.02616 0.43652 High X Family
99 -0.01142 0.02616 -0.43652 High X Friends/Spouse
100 -0.04969 0.04177 -1.18957 Low X 1-2 nights
101 -0.00763 0.04038 -0.18896 Low X 3-5 nights
102 0.05732 0.04071 1.40784 Low X . >6 nights
103 0.04969 0.04177 1.18957 High X 1-2 nights
104 0.00763 0.04038 0.18896 High X 3-5 nights
105 -0.05732 0.04071 -1.40784 High X . >6 nights
106 -0.03430 0.03010 -1.13954 Low X First visit
107 0.03430 0.03010 1.13954 Low X Repeat visit
108 0.03430 0.03010 1.13954 High X First visit
109 -0.03430 0.03010 -1.13954 High X Repeat visit
110 -0.03215 0.02732 -1.17676 First problem x Family
111 0.03215 0.02732 1.17676 First problem x Friends/Spouse
112 0.03215 0.02732 1.17676 Later problem x Family
113 -0.03215 0.02732 -1.17676 Later problem x Friends/Spouse
114 -0.07559 0.04071 -1.85659 First problem x 1-2 nights
115 0.03814 0.03863 0.98715 First problem x 3-5 nights
116 0.03745 0.04024 0.93064 First problem x . >6 nights
117 0.07559 0.04071 1.85659 Later problem x 1-2 nights
118 -0.03814 0.03863 -0.98715 Later problem x 3-5 nights
119 -0.03745 0.04024 -0.93064 Later problem x . >6 nights
120 0.03363 0.02844 1.18247 First problem x First visit
121 -0.03363 0.02844 -1.18247 First problem x Repeat visit
122 -0.03363 0.02844 -1.18247 Later problem x First visit
123 0.03363 0.02844 1.18247 Later problem x Repeat visit
124 -0.06659 0.04141 -1.60814 Family x 1-2 nights
125 0.06955 0.04163 1.67086 Family x 3-5 nights
126 -0.00296 0.03711 -0.07966 Family x . >6 nights
127 0.06659 0.04141 1.60814 Friends/Spouse x 1-2 nights
128 -0.06955 0.04163 -1.67086 Friends/Spouse x 3-5 nights
129 0.00296 0.03711 0.07966 Friends/Spouse x . >6 nights
130 -0.00652 0.03033 -0.21513 Family x First visit
131 0.00652 0.03033 0.21513 Family x Repeat visit
132 0.00652 0.03033 0.21513 Friends/Spouse x First visit
133 -0.00652 0.03033 -0.21513 Friends/Spouse x Repeat visit
Appendices
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134 0.00234 0.04134 0.05664 1-2 nights x First visit
135 -0.00234 0.04134 -0.05664 1-2 nights x Repeat visit
136 -0.03392 0.03896 -0.87078 3-5 nights x First visit
137 0.03392 0.03896 0.87078 3-5 nights x Repeat visit
138 0.03158 0.03988 0.79182 . >6 nights x First visit
139 -0.03158 0.03988 -0.79182 . >6 nights x Repeat visit
140 0.01882 0.02394 0.78588 NONE
The strength of design for this model is 928.32926
(The ratio of strengths of design for two designs reflects the D-Efficiency
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Appendix 10: A sample of full-revised questionnaire for Version 1
4!  UNIVERSITY OF
Dear Sir/ Madam
Thank you in advance for agreeing to participate in this study which is part of a doctoral 
research study at the University of Surrey, UK.
In this study, I seek your participation to provide opinions regarding your perceptions on 
acceptability or unacceptability of service problems encountered in your current or 
previous resort hotel stay. This exercise will help inform whether a service problem 
encountered in a current or previous is considered as a failure or not, hence will assist in 
identifying failures to occur beforehand thus improving the resort hotel’s operation in the 
future.
Your responses are critical for the success of the study. There are 2 sections -  Section 1 
(personal background) and Section 2 (25 scenarios). Please answer all questions as 
accurately as possible.
In Section 2, you will be given 25 scenarios (printed on both sides of the page) on the 
common problems encountered in a resort hotel’s stay. Each scenario is detailed with 
some factors which will then influence your perceptions on the scenarios on regarded as 
being acceptable or unacceptable by you. You are then required to answer whether the 
scenario is acceptable or unacceptable in your opinion after taking into consideration the 
factors surrounding the scenario. If you think that the scenario is unacceptable after 
considerating the factors surrounding it, please circle “unacceptable” in the answer part. 
Alternatively, if you think that the scenario is acceptable, please circle the “acceptable” 
option. Some of the scenarios are designed to look more or less the same however they 
are built to have different factors surrounding them so vou mav have to read verv 
carefullv in answering them.
You are also required to rate the scenario in term of its severity and criticality to you with 
a 5-point scale being 1- less severe/ critical to 5 -  more severe/ critical.
Responses will be used for the purpose of analysis only. All respondents are anonymous, 
will be treated with strict confidentiality and will be used for academic purposes only.
Thank you again.
Yours sincerely,
Noor Azimin Zainol
PhD Researcher 
School of Management 
University of Surrey 
Guildford GU2 7XH 
Surrey UK
Email: n.zainol@surrey.ac.uk
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Section 1 : Respondent’s personal background (please tick where appropriate)
1 ■ Please specify your gender.
Male
Female
2. Please specify your age.
<24 years
24 -  34 years
35 -  44 years
> 45 years
3. Please specify your nationality
Western
Asian
Others
4. On overall, how many international trips do you take annually?
None 1 2 3 4 5 >5
Section 2
Scenario 1
The operator raised her voice when you were asking some questions to her on the 
phone. You thought that this is maybe due to the bad weather having thunderstorms 
happening at that time which might have influenced her to react that way, therefore you 
did not think that the person should be at fault. This situation is the first problem that you 
encountered in this trip as everything goes well along the journey to the resort. You are 
travelling with your spouse for more than six nights. This is an expensive hotel and this is 
your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
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Scenario 2
You arrive at the reception and your room is not ready. You think that the management is 
at fault. This situation is the not the first problem that you encountered in this trip as you 
encountered a breakdown when you were parking your car in the resort’s underground 
parking. You are travelling with your family for 3-5 nights. This is not an expensive resort 
and you have never stayed in the resort before.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 3
You have to pay extra charges for the service provided by the tour operator which was 
being arranged by the resort. You complaint to the resort management but the 
management informed that it is out of their control as the tour operator has to cover the 
cost of increasing fuel charges. This is the first problem that you encountered during your 
stay in the resort. You are travelling with your friends and staying in the resort for 3-5 
nights. This is not an expensive resort and it is your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 4
The attitude of the restaurant staff is very disappointing when you were delayed for your 
main course for more than 30 minutes. You think that the management should be at fault 
for the issue. This situation is the not the first problem that you encountered in this trip as 
you have had a problem during checking-in. You are travelling with your friends and 
staying in the resort for more than 6 nights. This is an expensive resort and it is your 
repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
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Scenario 5
You think that the total bill for the resort’s stay was amazingly high as compared to the 
service rendered. You blame the management for the issue. This situation is not the first 
problem that you encountered in this trip as you have had a problem in the restaurant the 
night before. You are travelling with your family and staying in the resort for 1-2 nights. 
This is an expensive resort and it is your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 6
The reception staff was not courteous on the phone when you rang up to remind of the 
iron you requested. However due to the black out problem the resort was experiencing at 
that time, you see this as a small matter. This is the first problem that you encountered 
during your stay in the resort. You are travelling with your family for 1-2 nights. This is not 
an expensive resort and it is your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 7
Your room was really shabby and the interior décor is worn. You blamed the 
management for the issue. This is the first problem that you encountered during your stay 
in the resort. You are travelling with your spouse and staying in the resort for 1-2 nights. 
This is an expensive resort and it is your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
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Scenario 8
You had to keep the balcony doors of your room in the resort shut all the time due to the 
heat and humidity. This situation is the not the first problem that you encountered in this 
trip as you encountered a breakdown when you were parking your car in the resort’s 
underground parking. You are travelling with your family for more than 6 nights. This is 
not an expensive resort and this is your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 9
You booked an island hopping trip with the resort but the pick-up for the island hopping 
was late. Although feeling quite annoyed for having to wait, you did not really blame the 
resort as it was raining heavily few hours before. This is the first problem that you 
encountered during your stay in the resort. You are travelling with your family and staying 
in the resort for 3-5 nights. This is not an expensive resort and it is your first visit to the 
resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 10
You think that the restaurant is over-priced and you blame the management for this 
issue. This situation is the not the first problem that you encountered in this trip as you 
have had a problem during checking-in. You are travelling with your spouse and staying 
in the resort for 3-5 nights. This is an expensive resort and it is your repeat visit to the 
resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
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Scenario 11
You could not relax by the huge pool side as you expected earlier as it started to rain 
heavily. This situation is the not the first problem that you encountered in this trip as you 
had some issues with the bartender the night before. You are travelling with your family 
for more than 6 nights. This is an expensive resort and this is your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 12
You think the staff lack of training as they were not sure how to answer your questions. 
You think that the management should deal with this issue as it resembles the image of 
the resort. This is the first problem that you encountered during your stay in the resort. 
You are travelling with your family and staying in the resort for 1-2 nights. This is not an 
expensive resort and it is your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 13
You and your family have accumulated numerous bugs’ bites after the first night staying 
in the resort. You blame the management for the incident. This is the first problem that 
you encountered during your stay in the resort. You are travelling with your family and 
staying in the resort for more than 6 nights. This is an expensive resort and it is your 
repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
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Scenario 14
You think that the food and service are below average. You think that the management 
should do something to rectify the issue. This situation is the not the first issue that you 
encountered in this trip as you have had an issue while using the sauna. You are 
travelling with your spouse and staying in the resort for more than 6 nights. This is not an 
expensive resort and it is your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 15
You found that the quality of the beach and seawater was poor-with the color of water 
murky green while the sand being coarse. However, you understood this was maybe due 
to the stormy and rainy season at that time. This situation is not the first issue that you 
encountered in this trip as you also found that the pool is not properly maintained. You 
are travelling with your family and staying in the resort for more 3-5 nights. This is an 
expensive resort and it is your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 16
You think that the chalets in the resort are hugely spread which might lead to some 
access problems to the lobby. However you thought that this is a good idea as this is due 
to the location of the resort by the hillside. This is the first issue that you encountered 
during your stay in the resort. You are travelling with your friends and staying in the resort 
for 1-2 nights. This is not an expensive resort and it is your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
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Scenario 17
The reception staff are all tied up with five conference groups checking in at the same 
time and you have to wait for more that 20 minutes to foreword your query to them. You 
thought that the management should be at fault for the issue. This is not the first problem 
that you encountered in the resort as you have also experienced a delay during check-in 
in the afternoon. You are travelling with your family for 1-2 nights. This is an expensive 
resort and this is your first visit here in the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 18
The choice of breakfast is almost the same everyday and you blame the management for 
not seeing this issue. This is the first problem in your trip to the resort. You are travelling 
with your friends in this trip and staying for more than 6 nights. This is not an expensive 
resort and this is your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 19
The operator raised her voice when you were asking some questions to her on the 
phone. You thought that this is maybe due to the bad weather having thunderstorms 
happening at that time which might have influenced her to react that way, therefore you 
did not think that the person should be at fault. This situation is the not the first problem 
that you encountered in this trip as you had a problem with the toilet in your room earlier. 
You are travelling with your family for 3-5 nights. This is an expensive hotel and this is 
your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
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Scenario 20
You think that the service and food are below average and you blame the management 
for not looking into the issue. This is the only problem in your trip to the resort. You are 
travelling with your spouse in this trip and staying for 3-5 nights. However, this is not 
really an expensive resort and this is your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2  J 4  ^ 5  ^
Less More 
Severe Severe
1 2 J 4  ^ 5 ^
Less More 
Critical Critical
Scenario 21
You think that the rooms are certainly not 4-star based on the price that the resort is 
charging you. You think that the management should be at fault. This is the only problem 
in your trip to the resort. You are travelling with your friends in this trip and staying for 1-2 
nights. This is an expensive resort and this is your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 22
The reception staff is all tied up with five conference groups checking in at the same time 
and you have to wait for quite some time to foreword your query. However, you thought 
that the management should not be at fault as the conference delegates’ flight was 
delayed resulting in a heavy rush during check-in. This is not the first problem that you 
encountered in the resort as you have also experienced a delay to be served during 
lunch earlier. You are travelling with your spouse for 1-2 nights. This is not an expensive 
resort and this is your repeat visit here in the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
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Scenario 23
It was raining heavily on the first day of your trip. However you thought that this is due to 
the unpredictable weather these days. This is the only problem in your trip to the resort. 
You are travelling with your family in this trip and staying for 3-5 nights. This is an 
expensive resort and this is your repeat visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 24
The attitude of the restaurant staff is disappointing when you are delayed for your main 
course for more than 30 minutes. However, due to the black-out problem the resort was 
experiencing, you did not really want to blame the resort as it is out of their control. 
However, this is not the first problem that you encountered in the resort as you have had 
a problem with the toilet in your room before. You are travelling with your family for more 
than 6 nights. This is not an expensive resort and this is your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
Scenario 25
You and your family were bothered by the loud noise from the bar located below your 
room. You think that it is the management’s fault as they should have allocated other 
room which is further from the bar to you. That is the only problem that you and your 
family encountered in the resort. You are travelling with your family for 1-2 nights. This is 
an expensive resort and this is your first visit to the resort.
I think this scenario is acceptable/ unacceptable.
How do you rate the magnitude of the 
problem on your overall hotel stay?
How important do you think the problem 
affects your stay?
1 2 3 4 5 
Less More 
Severe Severe
1 2 3 4 5 
Less More 
Critical Critical
End of survey. Thank you for your valuable cooperation and time.
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Appendix 11: The remaining interaction effect results for count analysis
CBC System 
Analyze by Counting Choices 
Copyright 1993-2008 Sawtooth Software
Choice Tasks Included: All Random
SE
Total Respondents 
SDSF 
NE 
EE 
V
Total
250
0.42
0.64
0.62
0.67
Within Att. Chi-Square 
D.F.
Significance
99.75
3
p < .01
Attribution
Total Respondents 
Internal 
External
Total
250
0.73
0.45
Within Att. Chi-Square 
D.F.
Significance
197.23
1
p < .01
Value
Total Respondents 
Low 
High
Total
250
0.50
0.68
Within Att. Chi-Square 
D.F.
Significance
80.93
1
p < .01
Single experience
Total Respondents 
First problem 
Later problem
Total
250
0.51
0.67
Within Att. Chi-Square 
D.F.
Significance
67.87
1
p < .01
Travelling with
Total Respondents 
Family 
Friends/Spouse
Total
250
0.56
0.61
Within Att. Chi-Square 
D.F.
Significance
5.74
1
p < .05
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Length of stay
Total Respondents 
1-2 nights 
3-5 nights 
. >6 nights
Total
250
0.57
0.58
0.62
Within Att. Chi-Square 
D.F.
Significance
6.44
2
p < .05
Past experience
Total Respondents 
First visit 
Repeat visit
Total
250
0.58
0.59
Within Att. Chi-Square 
D.F.
Significance
0.21
1
not sig
SE X Attribution
Total Respondents 
SDSF 
SDSF 
NE 
NE 
EE 
EE
V
V
Internal
External
Internal
External
Internal
External
Internal
External
Total
250
0.63
0.23
0.86
0.43
0.73
0.54
0.69
0.64
Interaction Chi-Square 
D.F.
Significance
SE X Value
Total Respondents 
SDSF 
SDSF 
NE 
NE 
EE 
EE
V
V
Low
High
Low
High
Low
High
Low
High
90.08
3
P < 0.01
Total
250
0.37
0.49
0.53
0.70
0.52
0.72
0.60
0.79
Interaction Chi-Square 
D.F.
Significance
SE X Single experience
Total Respondents 
SDSF 
SDSF 
NE 
NE 
EE 
EE
First problem 
Later problem 
First problem 
Later problem 
First problem 
Later problem
0.30
3
not sig
Total
250
0.39
0.47
0.55
0.73
0.53
0.71
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V First problem 0.59
V Later problem 0.73
Interaction Chi-Square 1.50
D.F. 3
Significance not sig
SE X Travelling with
Total
Total Respondents 250
SDSF Family 0.35
SDSF Friends/Spouse 0.50
NE Family 0.67
NE Friends/Spouse 0.60
EE Family 0.62
EE Friends/Spouse 0.62
V Family 0.63
V Friends/Spouse 0.70
Interaction Chi-Square 21.35
D.F. 3
Significance p <  .01
SE X Length of stay
Total
Total Respondents 250
SDSF 1-2 nights 0.45
SDSF 3-5 nights 0.38
SDSF . >6 nights 0.44
NE 1-2 nights 0.55
NE 3-5 nights 0.57
NE . >6 nights 0.81
EE 1-2 nights 0.49
EE 3-5 nights 0.72
EE . >6 nights 0.67
v 1-2 nights 0.77
v 3-5 nights 0.61
V . >6 nights 0.64
Interaction Chi-Square 61.63
D.F. 6
Significance p < .01
SE X Past experience
Total
Total Respondents 250
SDSF First visit 0.44
SDSF Repeat visit 0.41
NE First visit 0.65
NE Repeat visit 0.63
EE First visit 0.60
EE Repeat visit 0.65
V First visit 0.64
V Repeat visit 0.70
Interaction Chi-Square 
D.F.
Significance
Attribution x Value
Total Respondents 
Internal Low
3.64
3
not sig
Total
250
0.63
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Internal
External
External
Interaction Chi-Square 
D.F.
Significance 
Attribution x Single experience
High
Low
High
0.81
0.40
0.52
0.00
1
not sig
Total
Total Respondents 250
Internal First problem 0.66
Internal Later problem 0.79
External First problem 0.38
External Later problem 0.53
Interaction Chi-Square 5.45
D.F. 1
Significance p < .05
Attribution x Travelling with
Total
Total Respondents 250
Internal Family 0.71
Internal Friends/Spouse 0.75
External Family 0.43
External Friends/Spouse 0.47
Appendices
Interaction Chi-Square 
D.F.
Significance
Attribution x Length of stay
0.42
1
not sig
Total Respondents
Total
250
Internal 1-2 nights 0.75
Internal 3-5 nights 0.64
Internal . >6 nights 0.79
External 1-2 nights 0.42
External 3-5 nights 0.50
External . >6 nights 0.44
Interaction Chi-Square 22.55
D.F. 2
Significance p < . 0 1
Attribution x Past experience
Total Respondents
Total
250
Internal First visit 0.76
Internal Repeat visit 0.70
External First visit 0.43
External Repeat visit 0.47
Interaction Chi-Square 
D.F.
Significance
6.63
1
p < .05
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Value X Single experience
Total
Total Respondents 250
Low First problem 0.40
Low Later problem 0.59
High First problem 0.60
High Later problem 0.76
Interaction Chi-Square 4.65
D.F. 1
Significance p < .05
Value X Travelling with
Total
Total Respondents 250
Low Family 0.50
Low Friends/Spouse 0.50
High Family 0.62
High Friends/Spouse 0.74
Interaction Chi-Square 7.52
D.F. 1
Significance p < .01
Value X Length of stay
Total
Total Respondents 250
Low 1-2 nights 0.42
Low 3-5 nights 0.51
Low . >6 nights 0.60
High 1-2 nights 0.76
High 3-5 nights 0.64
High . >6 nights 0.65
Interaction Chi-Square 41.57
D.F. 2
Significance p < .01
Value X Past experience
Total
Total Respondents 250
Low First visit 0.49
Low Repeat visit 0.51
High First visit 0.69
High Repeat visit 0.67
Interaction Chi-Square 1.41
D.F. 1
Significance not sig
Single experience x Travelling with
Total
Total Respondents 250
First problem Family 0.53
First problem Friends/Spouse 0.49
Later problem Family 0.60
Later problem Friends/Spouse 0.74
Interaction Chi-Square 18.26
D.F. 1
Appendices
Significance p < .01
352
Noor Azimin Zainol Appendices
Single experience x Length of stay
Total
Total Respondents 250
First problem 1-2 nights 0.52
First problem 3-5 nights 0.45
First problem . >6 nights 0.55
Later problem 1-2 nights 0.62
Later problem 3-5 nights 0.71
Later problem . >6 nights 0.68
Interaction Chi-Square 12.25
D.F. 2
Significance p < .01
Single experience x Past experience
Total
Total Respondents 250
First problem First visit 0.49
First problem Repeat visit 0.52
Later problem First visit 0.67
Later problem Repeat visit 0.67
Interaction Chi-Square 
D.F.
Significance
Travelling with x Length of stay
0.25
1
not sig
Total
Total Respondents 250
Family 1-2 nights 0.59
Family 3-5 nights 0.52
Family . >6 nights 0.58
Friends/Spouse 1-2 nights 0.54
Friends/Spouse 3-5 nights 0.63
Friends/Spouse . >6 nights 0.67
Interaction Chi-Square 11.77
D.F. 2
Significance p < .01
Travelling with x Past experience
Total Respondents 
Family 
Family 
Friends/Spouse 
Friends/Spouse
First visit 
Repeat visit 
First visit 
Repeat visit
Total
250
0.51
0.61
0.65
0.57
Interaction Chi-Square
D.F.
Significance
Length of stay x Past experience
Total Respondents 
1-2 nights 
1-2 nights 
3-5 nights 
3-5 nights 
. >6 nights 
. >6 nights
First visit 
Repeat visit 
First visit 
Repeat visit 
First visit 
Repeat visit
21.05
1
p < .01
Total
250
0.56
0.57
0.59
0.57
0.60
0.65
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Interaction Chi-Square 
D.F.
Significance
None
1.97
2
not sig
Total Respondents 
None chosen:
Total
250
0.41
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Appendix 12: The remaining interaction effect results for utility analysis
Sawtooth Software SMRT Market Simulator 
Copyright 1999-2008
Utility Run: newMS.hbu Import
Total Respondents
Total Respondents
Total
250
Average Utility Values
Rescaling Method: Zero-Centered Diffs
Total
SE -107.74
NE 23.91
EE 51.91
V 31.92
Internal 68.60
External -68.60
Low -47.09
High 47.09
First problem -53.77
Later problem 53.77
Family -12.24
Friends/Spouse 12.24
1-2 nights -15.95
3-5 nights -6.49
. >6 nights 22.44
First visit -22.76
Repeat visit 22.76
SDSF X Internal 60.70
SDSF X External -60.70
NE X Internal 18.44
NE X External -18.44
EE X Internal -23.50
EE X External 23.50
V  X Internal -55.64
V  X External 55.64
SDSF X Low -19.68
SDSF X High 19.68
NE X Low -5.50
NE X High 5.50
EE X Low -7.84
EE X High 7.84
V  X Low 33.02
V  X High -33.02
SDSF X First problem -25.79
SDSF X Later problem 25.79
NE X First problem -3.25
NE X Later problem 3.25
EE X First problem 21.42
EE X Later problem -21.42
V  X First problem 7.62
V  X Later problem -7.62
SDSF X Family -0.83
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SDSF X Friends/Spouse 0.83
NE X Family -9.25
NE X Friends/Spouse 9.25
EE X Family 6.38
EE X Friends/Spouse -6.38
V  X Family 3.71
V  X Friends/Spouse -3.71
SDSF X 1-2 nights -11.64
SDSF X 3-5 nights 15.78
SDSF X . >6 nights -4.14
NE X 1-2 nights 2.95
NE X 3-5 nights -46.06
NE X . >6 nights 43.11
EE X 1-2 nights -34.65
EE X 3-5 nights 49.85
EE X . >6 nights -15.20
V  X 1-2 nights 43.35
V  X 3-5 nights -19.57
V  X . >6 nights -23.77
SDSF X First visit -27.44
SDSF X Repeat visit 27.44
NE X First visit 25.05
NE X Repeat visit -25.05
EE X First visit 12.16
EE X Repeat visit -12.16
V  X First visit -9.76
V  X Repeat visit 9.76
Internal x Low -3.32
Internal x High 3.32
External x Low 3.32
External x High -3.32
Internal x First problem 21.54
Internal x Later problem -21.54
External x First problem -21.54
External x Later problem 21.54
Internal x Family -4.04
Internal x Friends/Spouse 4.04
External x Family 4.04
External x Friends/Spouse -4.04
Internal x 1-2 nights 4.46
Internal x 3-5 nights -30.36
Internal x . >6 nights 25.90
External x 1-2 nights -4.46
External x 3-5 nights 30.36
External x . >6 nights -25.90
Internal x First visit 18.11
Internal X Repeat visit -18.11
External x First visit -18.11
External x Repeat visit 18.11
Low X First problem -9.09
Low X Later problem 9.09
High X First problem 9.09
High X Later problem -9.09
Low X Family 5.04
Low X Friends/Spouse -5.04
High X Family -5.04
High X Friends/Spouse 5.04
Low X 1-2 nights -14.68
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Low X 3-5 nights 13.70
Low X . >6 nights 0.99
High X 1-2 nights 14.68
High X 3-5 nights -13.70
High X . >6 nights -0.99
Low X First visit 5.98
Low X Repeat visit -5.98
High X First visit -5.98
High X Repeat visit 5.98
First problem x Family 3.71
First problem x Friends/Spouse -3.71
Later problem x Family -3.71
Later problem x Friends/Spouse 3.71
First problem x 1-2 nights 24.23
First problem x 3-5 nights -21.52
First problem x . >6 nights -2.70
Later problem x 1-2 nights -24.23
Later problem x 3-5 nights 21.52
Later problem x . >6 nights 2.70
First problem x First visit 21.80
First problem x Repeat visit -21.80
Later problem x First visit -21.80
Later problem x Repeat visit 21.80
Family x 1-2 nights -10.89
Family x 3-5 nights -0.58
Family x . >6 nights 11.47
Friends/Spouse x 1-2 nights 10.89
Friends/Spouse x 3-5 nights 0.58
Friends/Spouse x . >6 nights -11.47
Family x First visit 4.70
Family x Repeat visit -4.70
Friends/Spouse x First visit -4.70
Friends/Spouse x Repeat visit 4.70
1-2 nights x First visit 11.77
1-2 nights x Repeat visit -11.77
3-5 nights X First visit 3.57
3-5 nights x Repeat visit -3.57
. >6 nights x First visit -15.34
. >6 nights x Repeat visit 15.34
None -69.32
mportances
Total
SE 27.43
Attribution 19.73
Value 14.62
Single experience 15.42
Travelling with 6.38
Length of stay 9.14
Past experience 7.28
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